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Not Very Much 
ra Time Left 


"Ti: new rate card of the FARM STAR, carrying an advance 











from 20 to 25 cents per agate line, goes into effect this 

month. The old rate will obtain on all reservations made 
before August 15th. You will want to get into Indiana this year: 
| good business demands a reservation for space in the FARM STAR, as 
| it covers the State as does no other medium. 


Less Than One-third 
Cent Per Thousand 


N March ist the FARM STAR absorbed the FARM AND 
C HoME SENTINEL, The circulation of the FARM STAR is 

made up of the cream of the lists of both publications. We 
guarantee 75,000 copies of each issue—write it in your order if you 
care to. It is not often that the opportunity of presenting your 
proposition to 375,0c0 possible buyers at less than 1% cent per thousand 
is given. Indiana people have plenty of money and they are spending 
some, Send in your reservation at once. 


ve The State Fair Number 


_ N September 1st the annual State Fair edition of the FARM 
6) STAR will appear. This number will be the most pretentious 

ever offered. The cover will be in three colors. This edition 

has been endorsed and liberally patronized by the Indiana State Board 
of Agriculture. Good position for this number is still available. Copy 
must be in the office by August 15th. In addition to the regular 
edition, thousands of copies will be distributed at the Indiana. State 
Fair, September 10-14. It will take but a trial order to convince you 
that you should be represented regularly in our columns, Address 


FARM STAR 


INDIANAPOLIS, IND. 
W. F. DUNN, Foreign Representative, 1318 Tribune Bldg., Chicago, 
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Newspapers 


Worth 
Counting. 








The publisher of a newspaper who knows any 
reason why his publication is more worthy, than the 
majority of his competitors, of the attention and 
patronage of advertisers; in other words, that his is a 
newspaper “ worth counting,” and who refrains from 
setting that reason forth briefly in the forthcoming 
book, in the form of a “Publisher's Announcement,” 
or more fully in a one-quarter, one-half or a full-page 
advertisement, or by the use of an “Inset,” will lose 
an opportunity for economical publicity that will not 
soon occur again. The cost is nominal. The full 
story is told in the article beginning on the third page 
of this issue of PRINTERS’ INK. 

Anybody (no matter who) who wishes to see in 
advance precisely how a specified newspaper, or 
other periodical, will be dealt with in the forth 
coming book, may obtain a manuscript copy of the 
matter to be used by sending an application for the 
same accompanied by ten two-cent postage stamps. 








ADDRESS 


PRINTERS’ INK PUBLISHING 
COMPANY, 


No. 10 Spruce St., New York. 
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NEWSPAPERS WORTH 
COUNTING. 


On Thursday, November st, 
of the current year, there will 
appear a somewhat remarkable 
volume under the title: Newspa- 
pers Worth Counting. 

It is edited by Mr. George P. 
Rowell personally, and The 
Printers’ Ink Publishing Com- 
pany has secured the right of 
pubiication, 

It is a book that ought to be in 
the hands of every auvertiser or 
advertising man who in his daily 
work needs to know about the 
public press of the United States 
--where it is printed and how 
much of it is printed, 

Newspapers Worth Counting 
will be a book compiled upon the 
basis of information contained in 
the 1906 edition (38th year) of 
Rowell’s American Newspaper 
Directory and is a summary of all 
the information concerning copies 
printed that has been gathered 
during the past sixteen years. 
The total number of publications 
listed in the Directory is not far 
from 25,000 newspapers and peri- 
odicals. About 17,000 of that 
grand total print less than one 
thousand copies per issue, and the 
assertion has often been made 
that these nearly 17,000 papers 
can be of no possible use to a 
majority of general advertisers. 
There seems to be considerable 
reason for this claim; yet it is 
plain that a book like Rowell’s 
American Newspaper Directory, 
in order to be a complete direc- 
tory, must list all the papers pub- 
lished, and it will continue to do 
so in the future. 

A’ Directory as complete as 


NEW YORK, Aucust 1, 1906. 


No. 5. 


Rowell’s is of necessity a complex 
and expensive book, and its gen- 
eral sale (at $10 a copy) cannot, 
therefore, be expected to be as 
large as it should be to accom- 
piish the greatest good and as 
thoroughly disseminate the infor- 
mation it contains as would be for 
the advantage of the best papers 
and the advertising public, 

For the purpose ot accomplish- 
ing the latter, and widely adver- 
tis.ng the merits and substantial 
accuracy of the regular Directory, 
and to render the biggest possible 
service to the newspapers and 
periodicals which print over a 
thousand copies per issue, the 
idea of the forthcoming book— 
Newspapers Worth Counting— 
has been hit upon. <A thousand 
copies is the advertiser’s unit of 
value, and the book with the 
above title will eliminate all which 
are not supposed, or have not at 
some time made claim, to print 
that many as an average issue. 

Newspapers Worth Counting 
will enumerate about 17,000 pa- 
pers less than there are listed in 


Rowell’s American Newspaper 
Directory, or approximately 8,000 
papers. 


In other words, the chaff is 
separated from the wheat. 

This book will contain about 
five hundred pages, of magazine 
size, and will be solidly bound in 
paper covers. Five thousand 
copies will be the first edition. It 
will be sold for one dollar a copy, 
retail price, and will be the most 
instructive handbook and guide 
for advertisers that was ever put 
together. There is no expecta- 
tion on the part of the publishers 
to make this enterprise one of 
pecuniary profit, the main object 
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being to illustrate and emphasize 
the value and accuracy of 
Rowell’s American Newspaper 
Directory, and to be of service to 
publishers and advertisers alike, 
who, although interested, are not 
prepared to purchase a $10 book 
which is mainly devoted to papers 
of not much consequence. 

To enable papers of conspic- 
uous merit to tell a fuller story 
of interest to advertisers, and 
consequently likely to bring ad- 
vantage and profit to the papers, 
advertising patronage for the 
book will be accepted and is now 
solicited from papers that will be 
listed in the book, 

No advertisement is desired 
that does not have a story to teli 
that will be worth while being 
read by an advertiser or a sub- 
scriber—a_ story that in turn 
should be likely to bring results 
to the publication whose qualities 
and merits it records. 

There is no book like News- 
papers Worth Counting in all ad- 
vertisingdom. There has never 
before been any attempt to pro- 
duce such a book. To be justly 
and worthily represented in it 
should be the ambition of every 
publisher eligible to admission. 
About one paper out of every 
three published may be so eligible. 
FOUR FORMS OF ADVERTISEMENTS 

ARE ADMISSIBLE, 

1.—Advertisements will be ac- 
cepted under the caption Publish- 
er’s Statement, set in type uni- 
form with the letterpress and 
having a position directly follow- 
ing the catalogue description of 
the paper. For inserting such 
statements the cost will be one 
dollar per line, six words averag- 
ing a line. ‘Copy will be set in 
type and proof submitted in ad- 
vance if desired. Five per cent 
discount is allowed for check 
with order and approved copy. 

2—Display advertisements will 


be accepted on the following 
terms: $10 quarter page, $20 
half page, $40 full page, less 


5 per cent discount for check 
with order and copy. All dis- 
play advertisements will ap- 
pear in the catalogue part of the 
book and within their respective 


States, thus practically securing a 
position among reading matter, Lf 
it is insisted upon, and granted, 
that a display advertisement shall 
appear on the identical page or 
facing the page with the descrip- 
tion of the paper, DOUBLE PRICE 
will be demanded, 

3.—Colored insets, furnished by 
the advertiser and approved by 
the publisher of Newspapers 
Worth Counting, will be accepted 
at the rate of $50 per page, less 5 
per cent discount for  prepay- 
ments. Insets so accepted go 
within their respect.ve States. If 
special position is demanded and 
granted, DOUBLE PRICE will be 
charged. The smallest inset will 
be two pages (one leaf), and 
costs $100, four pages cost $200. 

Note.— Five thousand insets will be required 
for the first edition. They should be printed 
from plates so that additional copies can be had 
at short notice if extra editions are issued. 

4.—Cover Pages. There will be 
four cover pages for sale. The 
first cover page costs $250, the 
last cover’ page costs $200, the 
first inside cover page costs $200 
and the last inside cover page 
costs $150, less 5 per cent dis- 
count for check with order and 
copy. The publishers of News- 
papers Worth Counting reserve 
the right to reject applications for 
space on the cover pages from 
papers not deemed of a quality to 
warrant their occupying these 
conspicuous positions. 

Note.—The Boston Glode, Chicago News 
and Denver Post have each secured one of the 
cover page positions. Consequently, only 
one cover page remains, 

SPECIAL PRICES TO PUBLISHERS FOR 
COPIES OF THE BOOK, 

The retail price of Newspapers 
Worth Counting is one dollar a 
copy, and, as already stated, it is 
the greatest value for the money 
ever produced for the man wh* 
needs the book. Five thousand 
copies will be the first edition. 
Publishers who consider their re- 
port as it stands in the book 
something that it would pay them 
to have advertisers see, and who 
wish on that account to distribute 
copies among friends or advertis- 
ers, may have copies at wholesale 
as follows: A dozen for $5, a 
hundred for $25 and a thousand 
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for $200. All Orders for copies 
are payable in advance and will 
be delivered in one package, ex- 
press or freight prepaid, to any 
part of the United States. 

To any publisher who cares to 
know in advance exactly how his 
paper will be dealt with in the 
publication outlined, we will send 
a typewritten copy of the report 
of his paper as it will appear on 
receipt of his request to that effect 
accompanied by ten  two-cent 
stamps. 

Work on this volume is rapidly 
nearing completion. The book 
will be ready for delivery on 
Thursday, November ist. Prompt 
application either for advertis- 
ing space or copies will be 
requisite to avoid being too late. 

Persons interested can obtain 
any further information desired 








by addressing The Printers’ Ink 
Publishing Co., No. 10 Spruce 
Street, New York. 

NOTES. 

DENMARK is now advertising for a 
“reliable, sturdy executioner.” The 
remuneration offered is $364 per exe- 
cution. The former occupant of the 
post retired, owing to his inability to 
wield the heavy axe used in Scandi- 
navia. 


Tue South, awakened by prosperity 
such as has not come to her since befo’ 
de wah, is now buying buggies, sewing 
machines and organs, Whites and _ ne- 
groes are both customers. Some of the 
Ohio buggy concerns that advertise ex- 
tensively are said to be shipping by the 
carload to purchasers in Dixie, 


A NovEL idea evolved by the Stein- 
bach Company, operating the largest 
department store in Asbury Park, N. 
J.. is a booklet descriptive of that re- 
sort. During the summer copies are 
distributed among new arrivals at the 


hotels, and enough information about 
sights, tides, distances, churches, etc., 
is given to make it welcome. There 


is also a chapter about the store, with 
floor schedule showing every line of 
goods carried and where each can be 
found. 

Don’t be in too much of a hurry 
for replies from mail-order advertising, 
advises Spare Moments, of Rochester. 
A certain advertiser put a twenty-two 
line ad in that monthly in March. Dur- 
ing the first month inquiries came in 
at a good rate, but had he decided 2° 
the end of the month as to Spare 
Moments’ worth, he wou!d have been 
misled, for replies were still coming 
in at the end of May, one or two 
daily, and where he had received 197 
the first three weeks, over 400 event- 
ually arrived. 


A sImMpLe form of protecting private 
correspondence, says a_ postoffice_in- 
spector, is either to seal the envelope 
flaps of letters with wax or stick the 
stamp over the flop and write the ad- 
dress on the back instead of the front, 
covering the join with writing, A letter 
protected thus cannot be steamed open 
and resealed without detection. 


THE centrifugal starch extractor 
made by the Troy Laundry Machinery 
Co., Chicago, is said to be the only 
apparatus of its kind that has a _ re- 
movable shell, or outer casing. This 
facilitates cleaning. As a novelty, to 
call attention to this talking-point, the 
company sends out a card on which is 
shown the machine with casing re- 
moved. Over one end of this is slip- 
ped a half envelope, fitting snug, upon 
which is printed the casing, with di- 
rections to the recipient to take it off. 
Then, starting from this practical 
demonstration, driving home the point 
is easy. 
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Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 











BIG RESULTS IN CEMENT 
ADVERTISING. 


HOW A GREAT BUILDING STAPLE IS 
BEING EXPLOITED By THE ATLAS 
PORTLAND CEMENT COMPANY, OF 
NEW YORK—A BOOK DESCRIPTIVE 
OF CONCRETE CONSTRUCTION HAS 
BEEN SENT TO 120,000 PERSONS 
IN FIVE MONTHS—$3,000 IN AD- 
VERTISING BROUGHT 60,000 RE- 
QUESTS—GOOD RECORD OF FARM 
PAPERS, 


Perhaps the largest scheme of 
promotion that has ever been un- 
dertaken in building materials is 
that which was lately set a-going 
by the Atlas Portland Cement 
Company, of New York. 

Building materials have always 
been somewhat difficult to adver- 
tise. There is plenty of publicity 
in this field, of course, but most 
of it is fragmentary—campaigns 
for roofing, Hooring, sash, doors, 
terra cotta work and so forth. 
But the cement concern has start- 
ed a propaganda that reaches the 
entire building situation every- 
where, and because of the re- 
markable interest in concrete 
construction is likely to be tre- 
mendous in its future scope. 

The cement situation is this: 

Portland cement was invented 
in England about eighty years 
ago. But only within the past 
quarter century has it begun to 
take a prominent place as a 
building material. The French 
and Germans found its virtues 
frst, improving methods of 
manufacture. About 1865 the first 
Portland was brought to this 
country. In 1872 we began 
making it. Not until 1896, how- 
ever, did our output reach the 
million-barrel mark. The Atlas 
Portland Cement Company dates 
only irom 1892, but from a daily 
output of 250 barrels then, and 
one small factory. it has now 
grown to a production of 12,000,- 
oco barrels annually, with a con- 
venient geographical arrangement 
of six factories, four in Penn- 
sylvania and two in Missouri. 
This company is a very big con- 
cern in its industry. There are 
about 300 other cement manufac- 
turers in the United States, so 
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that it is not properly a “trust.” 
But its output is said to exceed 
the combined capacity of any tour 
other companies in the world. It 
was early in the field here, and 
has gone through experiments 
and experiences that give it de- 
cided advantages in quality of 
product, 

The Atlas people seemed to 
feel that, witn so favorable a 
position in the American cement 
market, it was up to them to ad- 
vertise in some manner. But 
until about a year ago no very 
satisfactory method had _ been 
found. The company issued a 
catalogue containing tests and 
other technical information, 
chiefly of interest to architects, 
and was in the technical journals. 
But the great bg public, the av- 
erage man who builds a home or 
a sidewalk, the farmer who puts 
up many kinds of small struc- 
tures, seemed to be entirely out 
of reach. Miles and miles of 
newspaper and magazine articles 
on concrete construction are con- 
stantly being published, while ar- 
chitects, engineers and _ builders 
are divided into camps for and 
against. There has never been a 
hotter issue in building materials. 
But how to hook up directly with 
this wide interest the company 
didn’t know, 

A year or so ago, however, P. 
Austen Tomes took charge of the 
company’s publicty department. 
He is not the kind of advertising 
“expert” who could swing such a 
corporation by the tail and snap 
its head off. But he had had 
sound training on the Dry Goods 
Economist, and brought in some 
ideas that were fresh, yet not too 
fresh. On looking over the situ- 
ation he was struck by the num- 
ber of inqu‘ries that constantly 
poured in from farmers on this 
concrete construction question. 
The man who builds a home, a 
factory, a dam or a railroad em- 
bankment, gets his concrete infor- 
mation from engineers and archi- 
tects, so that he was not trouble- 
some. But the farmer had no 
engineering staff or architect, He 
was continually reading articles 
about concrete construct‘on. The 
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price of lumber was going up. He 
always had more or less building 
to do, from a new house or silo 
to a watering trough or root 
cellar. So his inquiries came con- 
tinually, and there was no evad- 
ing his demand for information. 

Mr. Tomes decided that the 
first thing to do would be to com- 
pile a book for the farmer, to 
answer his questions about con- 
crete and teach him methods. So 
he set about it. Without techni- 
cal training himself, he approach- 
ed the subject both from an im- 
partial and a popular standpoint. 
He visited several crack modern 
farms where almost everything is 
constructed of concrete, from 
dairy houses to fence posts. He 
read up the technical authorities, 
and studied concrete until mate- 
rial had been gathered for a book 
of 130 pages. 

Its title is “Concrete Construc- 
tion about the Home and on the 
Farm,” and it is an exceptionally 
fine piece of work. It begins by 
telling what Portland cement is, 
and gives specifications for mix- 
ing it, coloring it, reinforcing and 
applying it for every sort of pur- 
pose. Then follow specifications 
and diagrams for building side- 
walks, curbs and gutters, floors, 
stairways, walls, foundations, 
piers and posts, chimney caps, 
cisterns, troughs and tanks, silos, 
cow houses, chicken houses, pig 
pens, ice houses, stalls, hotbed 
frames, root cellars, green houses, 
etc. The whole work is illustrat- 
ed with 100 photographs of con- 
crete buildings. Throughout the 
text is impartial. It gives infor- 
mation, but never argues. 

The author of this work had 
great hopes for it.. He thought 
that an edition of 50,000 copies 
would not be any too many. The 
company liked the book also, but 
the volume had been laid out in a 
freehanded way, with fine paper 
and printing. So the _ initial 
order was finally whittled down 
to 10.000 copies. That seemed a 
lot of copies in comparison with 
the distribution of the catalogue. 

About a hundred copies were 
readv for giving out February 1, 
and. it seemed as though wind got 


abroad before the company was 
ready with its first edition. Re- 
quests poured in for “that con- 
crete book” during the following 
month, and when the 10,000 cop- 
ies were really ready there were 
inquiries on hand more than suffi- 
cient to carry off the whole edi- 
tion. Mr. Tomes had taken 
steps to have 5,000 more printed 
at once. These were likewise 
swept away. Then some more 
were ordered, and when sponta- 
neous demand was under control 
the company began advertising its 
concrete. book in the garden 
magazines, farm papers and tech- 
nical journals. By m:dsummer 
more than 120,000 copies of the 
concrete book had been distribut- 
ed, and Mr, Tomes is now work- 
ing on a second volume for archi- 


tects and builders, “Concrete 
Country Residences,” and_ has 
material for a third. 

“Five years from now,” he 
stated the other day, “the com- 


pany will have a complete library 
on concrete, modeled somewhat 
on the bulletins of the Agricult- 
ural Department, though larger, 
and will be in a position to give 
any man who asks for it exactly 
the information he wants. This 
policy has been determined by 
success with the first book. That 
volume has gone all over the 
world the past five months. We 
have had requests from every 
country in Europe, from Africa, 
India, Japan and the heart of 
Siberia. But these long distance 
calls are even less interesting than 
requests from right around our 
own Offices here, in the Wall 
street district. Brokers come in 
for it, or send messengers, so that 
the boy out at the door distributes 
fifteen or twenty copies daily. We 
have forwarded it on telegraph 
requests. The ordinary edition is 
bound in stiff paper; a clothbound 
edition for arch‘tects, builders, 
etc., has met with as much ap- 
proval. 

“T was amused at Far Rock- 
away this summer when a man 
in that place bought two old 
frame buildings and moved them 
vp to a lot in another part of 
the town. When they were on 
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the ground he proceeded to build 
a foundation for them. First he 
got some Atlas cement, sand and 
gravel and dug his trenches, Then 
he got our concrete book, opened 
it up at page 43, made his foun- 
dation and lowered his purchases 
onto it. You can imagine I was 
delighted to see him come out all 
right, for it is precisely this sort of 
reader the book was written for. 
Road commissioners send for it 
to learn how concrete curbs, gut- 
ters, culverts, etc. are built. 
Practically every department at 
Washington at all concerned with 
construction has sent for copies. 
Libraries have asked for it—we 
forward them a clothbound copy. 

“As soon as we got books 
enough to begin to seek requests 
instead of filling those already on 
file we went into periodical ad- 
vertising. As this volume was 
designed to answer farmers’ ques- 
tions more than anything else, we 
naturally selected the farm press 
and the garden magazines. Upon 
an advertising expenditure of 
$3,000 the past few months we 
have distributed over 60,000 cop- 
ies, each sent to someone who 
asked for it after seeing an ad. 
At five cents apiece, requests cost 
just about the same as postage, 


which may be considered very 
reasonable. 
“The farm papers employed 


were not numerous, but we took 
good ones, using the Wallace C. 
Richardson list of eight papers. 
Ads of 100 lines were run five 
times. We also took quarter 
pages in Country Life in America 
and American Homes and Gar- 
dens, following up several times. 
Country Life in America has 
stood first in producing business, 
then American Homes and Gar- 
dens, and after that two farm 
papers—the Breeders’ Gazette and 
Hoard’s Dairyman. It is fully 
two months now since an ad of 
ours appeared in Hoard’s Dairy- 
man, yet we are still getting re- 
plies. In Suburban Life and 
House and Garden we ran a 
single full page ad instead of a 
series of small ads, and results 
were disappointing. I believe that 
it is not only necessary to print 


a series, so that readers get ac- 
customed to seeing the ad and can 
find the address when they do 
make up their minds to send, but 
that big copy is too costly, ana 
pulls no better than a moderate- 
size announcement. 

“All our copy has been book 
copy—that is, we say a great deal 
about the concrete book and little 
about cement. This led to some 
long range censure from a West- 
ern advertising critic, | who 
thought what we ought to adver- 
tise was cement especially Atlas 
Portland cement, and to show in 
our ads pictures of concrete silos 
instead of pictures of the book, 
as we had been doing. But we 
tried out that very proposition, 
printing a silo picture in place of 
the book cut, and found that the 
most attractive thing to advertise 
is the book. The more said about 
that the better. When it is in a 
man’s hands it works out its own 
ends, 

“Besides these publications, we 
are using nearly 200 others, chief- 
ly technical—the architectural, 
eng:neering and building journals, 
the reports of engineers’ societies, 
etc. The Manufacturers’ Record 
is one of our best mediums in 
this line, bringing many requests 
for the book. Others are the 
Engineering News, Engineering 
Record, Architecture, Inland 
Architect and Building News, 
American Architect and Building 
News, Architectural Record, Ar- 
chitectural Review, Architects’ 
and Builders’ Journal, Architects’ 
and Builders’ Magazine, Cement 
Aga. Cement and Engineering 
News, etc. In these we offer our 
book and call attention to Atlas 
as the standard American brand. 

“The company sells its product 
through local dealers all over the 
country. Since the book was pub- 
lished there has been a direct in- 
crease in sales that we trace to 
the book itself. Returns are 
coming in from mechanics in 
small towns where we have had 
no dealers asking for terms and 
seeking connections. There has 
also been a good volume of in- 
quiries from readers asking 
where they could buy Atlas, while 
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another curious instance of this 
book's selling power is shown in 
the exh.bition of cement tools on 
page 91. We wished, simply for 
purposes of information, to in- 
dicate what the various concrete 
trowels, rollers, jointers, edgers, 
tampers, mixers etc. looked like, 
so sent to W. H. Anderson & 
Sons, in Detroit, who make such 
tools, and borrowed small cata- 
logue cuts. About twenty tools 
are shown on this page, and cre- 
dit given to that house. They 
inform us that they have since 
received a number of fine orders 
traceable ta our book. We also 
have inquiries for metal lath, 
structural steel and other mate- 
rials used in reinforced concrete 
work. I believe that the metal 
lath house which would follow 
up our campaign in the farm pa- 
pers right now would find a good 
many persons interested in their 
material. 

“Eventually, I hope, the com. 
pany will be able to take this sub- 
ject of concrete into general me- 
diums—the magazines. All our 
periodical advertising thus far has 
been of a special nature. The 
general public is not ready for 
concrete advertising yet, because 
architects, engineers and builders 
are not all posted on concrete 
work. Wherever you find a 
technical man who is a concrete 
man, he is a center of enthusiasm 
and a powerful influence. But 
others are hostile, and still others 
indifferent on the subject because 
they have not investigated it deep- 
ly. Remember how new concrete 
construction is—this company 
dates back only to 1892. If we 
“ere to go into general magazines 
to-day we could create interest 
among those who build resi- 
dences, stores, factories and so 
forth, but they would eventually 
refer all questions to their archi- 
tect or engineer, and thus there 
would be a great counter-in- 
fluence to offset results. Time is 


needed. As information about 
concrete is spread abroad, and 
conerete work stands up under 


time and accident, it will come to 
be reearded with as great popular 
confidence as modern steel con- 


struction. The concrete buildings 
in California stood up beautifully 
in comparison with structures ot 
older types, and such examples 
eventually have more effect than 
all the articles in technical jour- 
nals. At some time in the future, 
too, this company may find it ad. 
visable to advert.se Atlas on its 
qualities. Just now demand _ is 
growing so fast that it is diffi- 
cult to keep pace with it. But if 
at a later day there should be keen 
competition in this staple, we 
have facts to quote about Atlas 
quality that will make convincing 
publicity.” 

Portland cement is a general 
term applied to a great staple, not 
a trademark. “Atlas” is a trade- 
mark, however. As the United 
States has two large cities bear- 
ing the name Portland, it is quite 
common to associate this product 
with them. A cocksure advertis-. 
ing solicitor who came in to see 
Mr. Tomes one day was full of 
the wonders of the company’s 
plant at Portland. Ore., which he 
had_ visited while out on the 
Coast, he said. The company has 
no plant at Portland, but after 
trying to explain th's Mr. Tomes 
was compelled to retire before the 
solicitor’s admiration for what he 
had seen there, and let him go 


away with his original convic- 
tion. Joseph Aspdin, of Leeds. 
England, took out a_ patent on 


this variety of cement in 1824, and 
because of its resemblance to a 
then popular limestone quarried 
on the island of Portland, in the 
English channel, it was given the 
n-me that has since become uni- 
versal. Jas. H. Cottrns. 


saaaipeaseene gee ace 
UP TO THE PUBLISHERS. 
New York, Ju'y 24, 1906, 
Editor of Printers’ INK: 

May I suggest a line of inquiry that 
should prove of interest to advertis- 
ing men? It's this—-do publishers pur- 
chase advertised goods, especially goods 
advertised in their own publications? 
For instance, the Venus pencil is being 
advertised, and well advertised, in most 
New York newspapers. Are Venus 
pencils sed in the offices of those pa- 
pers? Ten to one they are not. 

Yours truly, B.S: 


—__++—______ 

A very little gas makes the big red 

light in the drug store window.— 
Robert Frothingham, 
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SOME SMALL REAL ESTATE sified. Those of Matthias are note- 
ADS. worthy for an attractive form of 


— ; “shadow” picture, made by engrav- 
These specimens from Philadel- ing parallel white lines across a 


phia papers are good types of the silhouette cut. Only a few of the 
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general realty advertisement occu- Haddon Heights Real Estate Com 
pying small space and gaining at- pany’s were illustrated, and these 
tention by being a series. Ap- in a rather conventional manner. 
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.f Young man to this opportun- 
ity t@ own a modern ‘home in 
"i West Philadelphia — on 
te West Philadelphis—jost I Spruce, Pine or Delanccy 
Streets. Prices $2,760 up w 
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Don't’ quietly work” your’ life 
away simply to pay rent for a roof 
over your head. 1 haves proposi- 
tion to make you. $200 cash will 
buy a modern two-story honle 
on Spruce; Pine or DeLancey 
Gtreets, West Philadelphia. Write 

















pearing several times a week, they All put sufficient emphasis on the 
occupied from two to four inches properties offered by each adver- 
single column, and were printed on tiser. But the chief object was to 
news pages—not in the realty clas- appeal to whatever sense of dissat- 
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isfaction the reader might have 
against his present conditions. The 
landlord, the crowded street car, 
the wastefulness of rent and sim- 
ilar features of a renter’s life have 
been treated in a pointed way. 
Especially commendable are the 
Haddon Heights ads intended to 
counteract prejudice against the 
country or suburbs, Advertising 
for outlying properties usually 
goes the other way, describing 
the beauties of nature, the health- 
fulness of fresh air and sunshine, 
the advantages of a suburban home 
for children. These are set forth 
in all the rosy tints of a German 
Christmas card, with the result 
that the reader often looks on the 
ad as a piece of special pleading, 
and wonders what drawbacks have 
been omitted or glossed over. 
Meeting objections likely to rise in 
his mind is a much franker way, 
and more convincing. While it is 
always good advertising policy to 
call attention to the highlights in a 
proposition, the advertiser should 
not ignore the shadows. 
eas 
THE FOLLY OF BELIEVING 
THAT “ANYBODY CAN 
SOLICIT ADVER- 
TISING.” 


Advertising depends upon the 
solicitor for its growth. In no 
other line of business is the skill- 
ful solicitor so useful to his em- 
ployer and to the man who buys 
of him. For, where the salesman 
with a line of shoes or groceries 
handles actual merchandise, and 
sells to a merchant who attends 
to details of selling to the con- 
sumer, the advertising solicitor 
usually goes before his prospec- 
tive purchaser with a plan for us- 
ing space, and keeps in touch with 
him for months after the contract 
is signed and the advertising 
printed. In fact, the competent 
advertising solicitor sells chiefly 
plans in which advertising space 
is only a detail. This is his 
strength. The better his head, the 
more space he sells, and the more 
it pays the advertiser. 

* * * 

The advertising solicitor at his 
best has built up advertising, and 
has the respect of advertisers. 
‘But in his work he is hampered 





It 


by a class of pseudo solicitors who 
have neither brains nor tact, and 
whose ability to sell is about on a 
par with that of a shoe-string 
peddler. Few other salesmen 
work in competition with such a 
body of parasites. It costs money 
to send a shoe drummer on the 
road, so few incompetent shoe 
drummers visit the retail mer- 
chant. The lines of retail and 
wholesale trade are organized in 
large cities, and the local salesman 
must be a man who, with his first 
visit, demonstrates his technical 
knowledge of clothes, or grocer- 
ies, or cosmetics, or whatever it 
may be that he sells. A manu- 
facturer of any of these things 
would never think of sending a 
stranger to work havoc among his 
local trade. But in advertising 
there are all sorts of weak publi- 
cations to say nothing of the 
schemes backed by no publication 
at all, and they send out all sorts 
of solicitors. Has a woman failed 
to earn a living as a_ steno- 
grapher? Then a letter to a 
clergyman results in her being 
given a church programme dum- 
my and sent out to “solicit adver- 
tising.” Has a pal of Old John 
Barleycorn been driven from one 
position to another until legiti- 
mate business is closed to him, 
and only the “bread line” re- 
mains? He goes about among 
minor publishers and is soon 
traveling around “soliciting ad- 
vertising.” Is there anywhere a 
man or woman, boy or girl, who 
cannot, in a morning, without any 
knowledge of publishing or ad- 
vertising whatever secure copies 
of some publication or other to 
take about in the guise of ‘“ad- 
vertising solicitors?” There may 
be—but it is not probable. ‘‘Any- 
body can solicit advertising.” 
These imitation solicitors do 
more harm to the cause of adver- 
tising than any amount of adver- 
tising failures. They hound ad- 


vertisers to death. Many a 
business house after trials of 
magazines or newspapers, has 


found that it can get returns from 
a certain few publications and 
that it would nay to use these 
few alone. Yet, while willing to 
advertise in them, dozens of ad- 
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vertisers of this character are kept 
out of advertising altogether be- 
cause they know that the day 
their announcement annears they 
will be hounded by incompetent, 
imitation “advertising solicitors,” 
who have no plans to suggest, nor 
even a legitimate advertising me- 
dium to offer, but who come and 
ask almost as a_ constitutional 
right; “Why doesn’t my publica- 
tion get your business?” A de- 
partment store has adequate ma- 
chinery for buying and can take 
care of salesmen without loss of 
time or money. The small adver- 
tiser has no buying department to 
take care of the hack “advertis- 
ing solicitor,’ and when this 
horde breaks loose he is pestered 
to a degree that often leads him 
to curse advertising as something 
that does him far more harm than 
good. If it were possible for him 
to proceed without annoyance he 
would undoubtedly widen his field 
of operations and eventually build 
up an advertising expenditure of 
the first magnitude. But this 
horde of the unemployed, the in- 
competent and the outcast, nut 
upon his trail by publishers who 
do not reflect or build business by 
a decent business plan, kills him 
off. And so there is an end to 
that prospective advertiser. He 
abandons advertisine and builds 
trade in other ways. How long 
will the capable advertising solic- 
itor be forced to work in compe- 
tition with this sort of thing? 
Will the selling end of advertising 
ever be reduced to essentials, like 
the selling departments of older 
lines of business? 
—_—_+o——_—_—- 


MAGAZINE NOTES. 


R, R. Mamlok has left Tales and be- 
come advertising manager of Vogue. 


Munsey’s begins a classified depart- 
ment with September—four Lines $10. 


Putnam’s Monthly will begin with an 
October number, absorbing the Critic. 


Beginning with September Appleton’s 
Magazine will have a new three-color 
cover each month, 


Departments devoted to dogs, poultry, 
cattle, horses, etc., are to. begin in the 
September Country Life in America. 
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The Woman’s Home Companion has 
secured, as general manager, Henry J. 
Fisher, late manager of the Munsey 
manufacturing department. Mr, Fisher 
remains in New York. 

Louis Cassier, the publisher, latel 
killed in the English train wreck, left 
his estate to his wife. No arrange- 
ments have been made regarding 
—* Magazine and the Electrical 
Age. 


It is said that a combination of 
magazine publishers have chipped in to 
pay the cost of soliciting the big hotels 
of England, Germany and France, to 


interest them in American magazine 
publicity, 
Mr. Munsey is in Europe. So is 


Geo. W. Wilder, of the Butterick Co. 
Likewise John Adams Thayer, who is 
said to be formulating plans for a 
new magazine he is to start in the fall 
of 1907, 


Mrs. Mary V. Hammond, who went 
broke with the Era Magazine, says that 
her financial difficulties are the outcome 
of persecution, as this magazine was 
first to charge the big insurance com- 
panies with wrong-doing. 


San Francisco magazines have all re- 
covered. The Overland Monthly is out, 
and Sunset. The Argonaut is being is- 
sued from San Jose. A new story 
monthly called the Blue Mule has ap- 
peared, and two more new ones are 
said to be in preparation. 


“Magazine Articles I Have Read” is 
the title of a novel book published by 
Dodd, Mead & Co. It has pages ruled 
for entries of titles of interesting or 
useful articles, stories, etc., that a 
reader may wish to refer to again, and 
obiates saving the articles themselves. 


The Independent has bought and 
merged the Search-Light, a weekly on 
the order of Public Opinion, which was 
formerly called the Week’s Progress, 
and before that the Great Round 
World. There seems to be a general 
abandonment of the tabloid idea in 
news magazines. 


Dr. Pierce, of Buffalo, is dissatisfied 
with the $16,000 verdict recently 
awarded him against the Ladies’ Home 
Journal, and will attempt to have the 
case tried again. The suit grew out 
of an attack on the Pierce remedies, 
charging that they contained alcohol. 
The charge was disproven. 


W. H. Black, of the Butterick Trio, 
sends out some figures obtained from 
large department stores both East and 
West, showing that fall is so busy a 
season in dry goods and dress essentials 
that the stores double their orders for 
fashion magazines to sell over the 
counter, and in some cases sell three 
times as many copies in October as in 


July. 
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(A_Roll of Honor } 


(FOURTH YEAR.) 
No amount of money can buy a pince in this list fora paper vot having the 


requisite qualiticauon, 


Advertisements under this caption are accepted 


from publisners who, accord- 


ing to the 1906 issue of Rowell’s American Newspaper Directory. have submittea for 
that edition of tne Directory a detailed circulation statement. duty signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the i%6 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 


ment being available for use in the 19C7 issue of the American Newspaper Directory. 


cir- 


culation figures in the ROLL OF Honor of the last named cnaracter are marked With an (>), 


These are generally regarded the publishers who believe that an advertiser has a right 


to know wnat he pays his nara casn for. 





The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star 


ALABAMA, 
Btemingham. Ledger. dy. Average for 1905, 
22,069. Best advertising medium in Alabama. 


ARIZONA. 


Phoentx. Republican. Daily aver. 1905,4.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 
Fert Smith, Times. dy. Act. av. 1905. 
Actual aver, for Oct., Nov. aud Dee., 1905, 


CALIFORNIA. 





Mountain View. Signs of the } eens. Actual 
weekly average for 1905, 22.5380, 
Oakland. Herald. Average 


May, 1906, 19.552. Av. June, 1906, 


GUA 22,010. Largest cir.in Oakland. 
AN Ouly Pacijic Coast daily circula- 
TEEO tion guaranteed ty Rovwell’s 


Americin Newspaper Directory. 

San Francisco. l’acific Churchman, semi-m ). 
Mpiscopalian, Cir. 1905, 1.427; May, 4906, 1,700, 
San Franeisco. Sunset Magazine, monthly, 
literary; two hundred and eigut pages, 5x8. 
pe aes 1904, 48.9163 year ending Nov., ’05, 
69.416. LL. MeCormick, 120. Jackson Bouie- 
vard, Cian Illinois, eas re} Wash Me 
William A. Wilson, 44 East 23d St., New York 
ity, New York an Nal me Ploy Home Offices, 
ist California Street. 


COLORADO. 
Denver. Clay’s Review, weekly; Perry A. tite fe 
Actual ater. for 1904, 10.926, for 1905, 11.68 
Denver, Post, daily. Post Printing and Pub- 
lishing Co. Aver. for 1905, 44.8203 Sy. 60,104. 
Average for June, 1906, dy. 52.020; Sy. 71.648, 
- The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory. who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
Ansonia, Sentinel, dy. " tained 1905, 5.022, 
E. Katz, Speciat Agent, N. 
aaa Evening Post. Sworn daily av. 
11,025, E. Katz, Special Agent, N. ¥. 
Bridgeport. Telegram-Union. Sworn daily 
av. 1905. 10.171. Wantads one cent a word. 
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Meriden, ane. evening. éctual average 
Sor 1905, 7,58 


Meriden, fees Kecord yan Republican, 

Daily average for 195, 3.5% 

New Huven, Evening Register. oer. Actual 
av. for 1905, 13.711: Sunday, 11,81 


New ae Paliadium, dy. 
1905, 8,63 . Katz, Special 


New pom Union. Average 1905. 16,209, 
ist 3 mos, 196, 16,486. E. Katz, Spec. Agi., N.Y. 


rer. 1904, 7. 8573 
ent. N.Y. 


New London, ni eve. Aver, 1905, 6.109; 
ist 5 mos. (96, 6.012, E. Kate., Sp. Agent, N. Y. 
Reset Evening Hour. Daily averave year 
ending %.. 1905, B.1F Aprilcire., as certified 
by Ass’n cia: ddv’rs.all returns deducted, 2.869. 
Norwich. Bullen, morning, ae Jor 
1904, 3.850; 1905, 5.920; now, 6,5: 
Waterbury. Repubiican. dv. Arer. so 1905, 
5.648. La Coste & Maxwell spec. Agents, N. Y. 


DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily averaye for 195. 85.550 (©©). 
FLORIDA. 
Jackaonville, Metropolis, dy. Ar. (905,8, 930; 
ist 4 mos, 1906, 9,407. E. Katz, Sp. Agent. N. ¥. 
GEORGIA. 


Atlanta, Journal, dy. Av. 1905,46.038. Sun- 
day 47.908, Semi-weeiciy 56. 731; May. 1906, 
daily, 52.517; Sun., 33.977; semi- wy. +74.281. 


Atinnta. News Daily aver. first six mos. 116, 
24,668. S.C. Becicwith. Sp. Ag., N. Y. & Chi. 


Atlanta, gee! Southern Ruralist. Sworn aver. 
Sirst six mos. 1 62.966 copies monthly Begin- 
uing Sept. ist, 20. 009 guaranteed, sem:-monthly. 





Auguatn. Chronicle. 
1905 average. 6,048. 
ILLINOIS. 


Aurora. Daily Beacon. Daily ar er age Sor 
1905, 4,483 jirst six months of 1906, 6,245 


Catro, Se zen. 
months 1906, 1,529. 


Orly morning paper. 


Daily average fret aia 





Champaten. News. wry Jour months 1906, 
daily, & 


076; weekly, 8.446. 
Chieags. Bakers’ ane, monthly ($2.00), 
Balers’ Helper Co. Arerage, for 1905,4,100(@@). 
Chiengo, Breeders’ Gazette. weekly; $2.00, 
Averaye circulation 1905, to Dec. cist, 66.605. 


Chiengo, Dental_ie a, nate. Actual 
average for 1905, 8,708 
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Chieago, Examiner. Average for 1905. 144,.« 
806 copies dailu; 90% of circulation in city; 
larger city circulution than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Representatives. 


Chieago. Farm Loans and “ity Bonds. Lead- 
ing investment paper of the United States. 


Chicago, Farmers Voice and Naticnal Rural. 
Actual aver., 15, 30.700, Jun., 1906, 42,460. 


Chicago. Inland !’rinter. Actual average cir- 
culation Sor 1905, 15.866 (@ ©). 


Chicago, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90,000, 
The count made Uct. 20. 1905, showed 85,120 
paid subscribers. leaches nearly 90% of the post- 
offices in Nebraska; 80¢ of the postoffices in 
Illinois. Michigan. Wisconsin. Iowa and Minn- 
esota; half the poxtoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 





Ohieago, Kecord-Heraid, Arerage 194, daily 

145.761. Sunday 199.400, average 1905, darly 
146.456, Sunday 204.559. 
&2@"The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chieago. System. monthly. The System Co.. 
pub. Eastern office | Madison Ave.,N. Y. Arer- 
age for year ending, March, 1906, 00.556. Cur- 
rent average in excess of 60.000. 

Chicago. The Tribune has the largest two-cent 
circulation in the world, xnd the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (OO). 

Jollet, Herald evening and Sunday morning. 
Averaye for year ending July 17, 196, 6.266, 

Peoria. Star. evenings ana Sunday morning. 
Actual average for 1905, d'y 21,042. S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. Ar. for 1905, 14.+ 
040, Sundays over 15.000. E. Katz, 8. A..N.Y. 


Indianapolis, Up-to-Date Farming. 1905 av., 
156,250 semi-monthly; 75c. a line. Write us 

Notre Dame. The Ave Maria. Catholic weekly. 
Actual net averuge Sor 195, 24.590. 

Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,397. 


Richmond. The Evening Item, daily. Sworn 
average net puid circulation for 1905, 4,074; six 
months ending June 30, 1906, 4,26 ‘or June, 
1906, 4,449. Over 3.200 out of 4800 Kichmond 
homes are regular subscribers to the Evening 


Item. 
South Rend. Tribune. Sworn daily average, 


1905, 7.205. Sworn aver. Jor May, 1906, 7.648. 


IOWA. 
Davenport. Catholic Messenger, 
Actual average for 1905, 5.314, 
Davenport. Times. Daily aver. June 12.021, 
Circulation in City or total guaranteed greater 
tnan any other paper or no pay Jor space, 


Dea Moines. Capital, aaily, Lafayette Young 
publisher. Actual average sold 195, 39.178. 
Present circulation over 40.000. City and State 
c:rculation largest m Towa. More local advertis- 
ing in 1905 in 342 issues than any competitor im 
365 issues. The rate sire cents a line. 

Dea Moines. Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or Iowa 
paper. Average circulation for May, dy. 29,434, 

Muscatine. Journal. Daily ar. 1905, 5,882. 
Semi-weekly 3,095. 

Sioux City. Journal, daily. Average for 1905, 
sworn, 24.961. Average pr jirst six months, 
1906, 29,045. 
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Sioux City. Trioune. Evening. Net sworn 
daily, average 1905, 24.287 : May, 1906, 26.409, 

The paper of largest paid circulation. Ninety 
per cent of Sioux City’s reading public reads 
the Tribune. Only lowa paper that has the 
Guaranteed Star, 


KANSAS. 


Mutechinson, News. Daily 1905, 8.485. 
Katz, Special agent. ¥.¥. $485. EB 


Lawrenee, World, evening and weekly. Copi: 
printed, 195, duily, 8.52%; weekly. 8.1 86. _ 
Pittsburg, Headlight, dy. and wy. Actual 
average for 1905, duily &,280, weekly 8.278. 
Wichita, Star, weekly. Averaye for year end- 
ing Junuary, 1906, 2.345. iets " 


KENTUCKY. 


Lexington, Leeder, Ar.’05., evg. 4.694. Sun. 
6.163; May, dy. 5.865. Sun. 6.968, E. Katz, S.A. 

Marlon, Crittenden Record, weekly. ctual 
average for year ending October, 1905, 1,822. 

Owensboro. Inquirer. Daily average, 1906, 
April, 2.417; May, 2,622; June, 2,780. Payne 
& Young. 





Owensboro, Daily Messenger. Sworn average 
circulation for 1905, 2.474; June, 1906, 8.418. 


LOUISIANA. 


New Orleans. Item. official journai of the 
vity. <Av.cr. Jan., 196, 24.618: for Feb., 196, 
25.419; for March. 1906. 26.06%; for April, 1906, 
26,090. Av. cir. Jan, 1 to June 30, 1906, 25,196 


MAINE, 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual averaye sor 1905, 1.269.578. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905. 6,986, weekly, 2.090. 


Bangor. Commercial. Average sor 1905, daily 
9.45%. weerly 29,117. 


Dover. Piscataquis Uvserver. 
average 1905, 2.019. 


Lewiston. Evening Journal, daily. 
1905, 5.598 (OO). weekly 17.448 OO 


Phillina, MaineWooas ana Woodsman.week ly, 
J. W. Brackett Co. Average for 195. 8.077. 


Portland. Evening Express. Average for 1905, 
daily 12.005. Sunday Telegram, 8,428. 


MARYLAND. 


Annapolis, U. 8. Naval Institute, Proceedings 
of ;q.; copies printed av.yr. end’g Sept. 1905,1,637, 





Actual weexly 


Aver. for 
de 





Baltimore, American. dy. Av. 12mo. to Jan. 31, 
‘06,64.187. Sun., 59,942. No return privilege. 


Baltimore. News, daily. Evening News Pub- 

lishing ‘wear ” Average 195, 60.673, For 
‘une, 1906. 6F.994, 

qT lute correctness of the 

A latest circulation rating accorded 

Malaw the News is guaranteed by the 

AN gaeons of Rowell’s American 

TEED ewspaper Directory. who will 

pay one hundred dollars to the 

Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS, 
Boaton, Christian Endeavor World. A leading 
religious weekly, Actual areraye 1905, 99.491, 
Boston. Globe. Average 1905, daily, 192.584, 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper in the United States. 
100.000 more circulation than any other Sunday 
paper tn New England.” dvertisements go in 
morning and afternoon editions for one price. 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person wno successfully con- 
troverts its accuracy. 
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Boaton. Evening Transcript (OO). Boston's 
tea table paper. Largest amount of week uay auv. 
Boston. lost. Average for Muy, 1906, Boston 
Daily t. 285.658; Boston Sunday Post, 
284.880. Daily gain over May, 1105, 7.879: 
Sunday gain fe 4 May, 195. ta ar. Flat 
rates, r. O.p. ily. 20 cents; Sundau, 18 cents. 
re Great Site Table Paper of New Eng- 

anu 


Lynn, Evening News. Actual average for 1905, 
5,305 


Springfield, Farm and Meet National Agri- 
cuitural semi-monthiy. Total paia circulation, 
872.564. Distributed at 59.164 postoffices. 
Eastern and Western editions. Ali advertise- 
ments guaranteed. 


Springfeld, Good Housekeeping, mo. -Aver- 
ave /#5, 206.088. No issue ess than 200.000, 
All advertisements guaranteed. 





Springfleid. New England Homestead. On! 
important agricultural weekly in New Englan 
Paid circulation, — Reaches every post- 
office in Mass.. R. 1. Conn., and al! in Ver 
mout, New Hauspahive x and Maine. except a few in 
the wooas. All advertisements guaranteed. 


Worcester. (’Opinion cyte, daity (© ©). 
Paid average Jor 1905, 4.2 
MICHIGAN. 


Adrian, Telegram Dy. av. last three months, 
1905,5.171. Payne « Youngs. Speciuls. 


Grand Kuapids, LKvening Press dy. 
1905, 46.456, Covers Western Michigan. 


Jackaon, Morning Patriot. Areruge June, 
6,311; Sunday, 6.992; weekly (April). 2.813 


Arerage 


1906, 


Saginaw. Courier-Herald. daily. oer 
Average 1905.12.894: June. 1906, 14.4 
inaw. Evening a. — Average for 


Sag 
1905, T6.7 10; June, 1906, 20,207 


MINNESOTA. 


Minneupoiis. Farmers’ Tribune. twice a-week. 
W.J. Murphy, pup. Aver. for 1905, 46.42 
Wieueapede. Farm, Stock and Home, semi- 
monthly. Actuai averuge 1905. 8%, 187; Jirst 
siz months 1906, 100,050. 
absolute accuracy of Farm, 
Stocic & Home's circulation rating 
is Whe ty by ti merican 
per Directory. Circulation 
pres cally omens to the Jarmers 
of Minnesota. the Dakotas. Western 
Wisconsin ot Northern Iowa. Use 
it to reach section most propitably. 


Minneapolls. Journal, Daily and ‘wg = 4 
In 1905 average daily circulation 67.58% 
average lation for June, 1906, iecee 
Aver, en on, June, 1906, 71.081. 
lute ‘accuracy of the 
Journal's circulation ratings is 
guaranteed by the American 
paper Directory. It reaches a 
greater number of the purchasing 
classes and gues into more homes 
thai any ag in its jield. It 
brings resul 


Moneesoaie, School Education, mo. Cir. 1905, 
9,850. Leading educationa: journal in the N.-W. 


Minacnpelie Tribsne. W. J. Murpby, pub 
7. Oldest Minneapolis daily. The Sunday 
yor the first three 
montans of 1906 was 82.709. The daily Tribune 
average per ome for the first three months of 
1906, was 105, 19% 
CIROCULAT’N 





9. 

The Evening Tribune is guar- 
anteed to nave a laryer circulu- 
tion than any sther Minneap- 


olis newspaper’s evening edi- 

GUAR tion. he currier-delirery of 
AN the daily Tribune in Mmmueap- 
TEED olis is many thousands greater 


poor — of any other news- 

r. The city circulation 

by Am. Rewpas Tiina hepadio 0.00 daily. he 

i] Tribune in the recognized 

Want Ad paper of Minne- 
apolla. 
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WMinnenpolia, Svenska Pye ay Posten. 
swan J. Turnblad, pun. 1905,51.5 


&t. Paul. A. 0. U. W. Guide. Averaye weekly 
nae Sor 1905, 22.542 


. Paul. Dispatch. Sales n_ old for year 


one 60,0638 daily. 

St. Paul, Tbe Farmer. s..mo. Rate, 49, per 
line, with discounts. Circulation for six months 
endiny December, 1905, G25. 





St. Paul. Pioneer Press. Net average circula- 
i Sunday 32.- 


tion for January—laily 35 
487. 


55.502, 
The absolute accuracy of the 
Pioneer Press circulation state- 
meuts is guaranteed by the i1meri- 


GUA can Newspaper Directory. Ninety 
AN per ceut of the money due for sub- 
TEED scriptions is collected.showins that 


subscribers take the paper because 
they want it, All matters pertain- 
tug to circuiation are upen to investigation. 


Winona. The Winona Republican - Herald, 
oldest, largest nnd best newspaper in Minnesota 
outside the Twin Cities and Duluth. 


MISSOURI. 


Joplin, Globe, daily Average 1905, 18.2894: 
June, 1905, 13.252. E. Katz, Special Agent, bp a 
_Kanans City, Western Monthly. Reaches prac- 
tically all mail-order and general advertisers 

&t. Joneph, News and ress. Circulution 
1906, 35,108. Smitha Thompson, Hust. Rep. 





St Louis. Courier of Medicine, monthly. 
Actual average for 1905, 9,925. 


St. Louis. Interstate Grocer bas three times 
more circulation than turee other Missouri gro- 
cery papers combined. Never less than 5.000, 

St. Louis, National Druggist. mo. Henry k. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). astern office. 59 Maiden Lane. 

&t. Louis, National Farmer and Stock Grower 
monthly. Areray¢ for 903.106.8625: averave for 
1904, 104.7503 average for 1905, 105.541, 


MONTANA. 


Butte. Inter-Mountain. Sworn average daily 
cire’n 1905. 11.3%6. Aver. Dec., 1905, 12.698, 





Mixsouls. Missou.ian, every morning. Av. 
1905, daily. 4.185; Sundan, 5.40%. Doubled m 
size, advertising und circulation past 18 months. 

NEBRASKA. 
Lineoin, Daily Star. evening 
and Sunday morning. -ictual 


Aa duily average sor 1904,15.239. 
repo For 1905, 16.409.. Only Neb- 
rasku paper that has the 


Guarantee Star. 


Lincoln. Deetrleatr Amerikan Farmer. weekly. 
Average 1906. 


Lineoin. Freie Pre se, weekly. 
for 1905, 150.7 


Lincoln, aul anu News. 
1905, 27,092. 

Omaha, Farm Magazine, monthly. Average 
circulation year eniing January, 1906, 40,714. 


NEW HAMPSHIRE. 


Telegranh. The only daily in city. 
1,'06,4,410 





Actualaverage 


Daily average 


Nashua, 
Sworn aver. for 6 mos, ending Mar, & 
NEW JERSEY. 
Elizabeth. Journal. Av. 1904. 5,522: 1905, 
6.515; ‘st 3 mos. 1906. 6.965: March, 1906,2.191, 
Jersey City. Evening Journal. 4reraue sor 
1905, 22.546. First six months 1906, 23,035. 
Newark. Evening News. Evening News Pnb. 
Co. average for 1965. 60.102; Apr. ’06. 63,782, 
Plainfield. Daily Press. Average 1915, 2.874 
firsts months, :706,2,.951. It’sthe leading paper. 
Trenton. Times. Arerage. 1904, 14.774; 1905 
16,458; April, 18,525. Only evening pape:. 
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NEW YORK. 


Albany. Evening Journal. Daily averaye for 
1905, 16.512. Jt’sthe leading puper. 


Buffalo. Courier, morn, Av.1#5, Sunday 86,- 
274; duily 43.008; Enquirer, even.. 51.027. 


Buffalo. enw O _— Daily averuye 1904, 
88.457: 1905 94.6 


Catakill, Recorder. 1905 average. 3.811; May, 
4906,8.988. Best adv. medium in Hudson Vailey. 


Corning. Leah. evening. Average, 1904, 
6.283; 195 6.59 


Cortland, Democrat Fridays. Fst.1840. Aver. 
1905, 2.126. Only Dem. Dem. paper 4m CUUNTY. 


Giens Falls. Times. Est. 1878. = 4 eve paper 
Average year ending March «1, 1906, O08. 


LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. Orleans, Niagara Co.’s. 


' Meunt Vernon, Argus, evening. fput daily 
average 1 year ending June. 1906, 8.53 


Newburgh. News. daily. Av. 1905, 5.160. 
3,000 more than all other Newb'gh paperscomvdined 


New York City. 

New York. American Agriculturist. Best 
farm und family agricultural weekly in Midale 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of hte 95.463 are actual paid 
subscribers, as per count of June 1, 1905. The 
extraordinary c ter and purchasing power 
of its readers is emphasized by the fact == 
AMERICAN AGRICULTURIST’S subscribers in New 
York include ony Sones in the State. In 
New Jersey it goes to 77¢ of all the postoftices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 852. 
and to 20% to 404 of the postoffices in the Southern 
States. All advertisements guaranteed. 


American Magazine (Leslie’s Monthly), Pre- 
sent average circulation, 256.108, Guaran- 
teed average, 250,000. Excess, 78.296. 


army & Navy Journal. Est. 1863. Actual weeiciy 
average for first 19 issues. 196.9.592 (OO). 


Atlantis. Daily Greek newspaper. Actuai aver- 
age for 1905, 9.855. 


BRaker’s Review. monthly. W.k. Gregory Co., 
publishers. actual average Sor 1905 5.008. 

Benziger’s magazine, family monthly. Ben- 
ziger Brothers. Arerage for 1905,44.166, pres- 
ent crculation, 50.000. 


Chipper, weekly (Theatrical). Frank — 
Pup. Co., Lta. Aver. for 1905, 26,.228(O0 


Hardware Dealers’ Magazine, monthly. 
In 1905, average issue, 19.020 (© ©). 
D. T. MALLETT. Pub.. 253 Broaaway. 


Jewish Morning Journal. Average for 1905, 
54.668. Only Jewish morning daily. 


Music Trade Review. music trade and art week- 
ly. Average Jor 1905, 5. 


Printers’ Ink, a journal for advertisers, ~~ 
lished every W ednesday. Established 1888. 
tual weekly arerage for 1903, 11,001. pina 
weei:ly average for 1904, 14, 918. “Actual weelly 
average for 1905, 15,090 copies, 


The People’s Home Jourral. 544.541 monthly. 
Good Literature, 444.667 monthly, arerage cir- 
culations for 1905—all to paid-in-advance sub- 
scribers. F. M. Lupton, pubiisher. 


The Tea and Coffee Trade Journal. Average 
e:rculation for wear ending May, 1906, 5.805; 
May. 1906, issue. 7.312. 


The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily average 1905, 13,158. 

The World. Actual arer. for 1905, Morn,. 305,+ 
490, Evening. 371.706, Sunday, 411.074. 

Reheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.57 4; 1905, 15.058. 

&yraucune, Evening Ileraid. daily. Herald (o., 
pub. Aver, 1905, daily 35. . Sunday 40,098. 

Syracuse, Post-Standard. Duily circulation 


7.2000 copies. The home newspaper of Syracuse 
and the best medium for legitimate advertisers, 










BS 








Utica, National Electrical Contractor, mo, 
Average for 1905, 2.645, 


Uttea. Press. daily. vtto a. Meyer. publisher, 
Average Jor 195. 14.33%. 


NORTH CAROLINA. 


Coneord. Twice-a-Week Times. Actul aver- 
age for 1905, 2,262. 

Ruleigh. Biblical Recorver, weekly. Av. 1903, 

eS. Av, 194, 9.756. Ar, ‘for 905. 10,206, 

Raleigh, Evening Times. Leads all afternoon 
papers in circulation between Richmond und 
Atlanta. Full dispatches, Actual duily 
average 1905, 4.251. 

Raleigh. News and Observer, N. C.’s great 
est daily. Sworn average 1905, 10.202, het 
than double that of any other Raleigh daily, 40% 
greater than that of any other daily in the Stute. 


NORTH DAKOTA. 


Grand Forka, Normanden. Av. yr. 05, 7,201. 
Aver. for Jan., Feb., Mar. and Apr., 196, 7,793, 


OHIO. 


Ashtabula. Amerikan Sanomat 
Actual averaye for 1905, 10.766, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1905, 77.38 2); Sunday, 74.960 
(38); June, 1006, 74,180 daily; Sunday, 51,828. 

Coshocton, Age, Duily av. {st 6 mos. ‘06, 3.101; 
in city 10.000; factory pay-rolis $150,000 mon thly 

Dayton. The Watchword. Illus. Young Teo. 
yrs Tr. Av. 195, 35.519. 1bc. per agate line, 

field. Farm and Fireside, over 4 cen- 
Re ing Nat. agricult’l paper. Cir. 415,000, 

Springfield. Womans Home Companion. 
June, 1906, circulation, 565.000; sae 
guarantee. Executive offices, N. Y. Ci ty. 








Finnish 





Youngstown, Vindicator. D'y ar, 05. 12.910; 
Sy. 10,178: LaCoste «¢ Marwell. N.Y. & Chicago, 


Zaneaville, ‘rimes-Recorder. Sworn arerage 
1905.10,564. Guaranteed double nearest com- 
pet:tor and 50% in excess combined competitors. 

OKLAHOMA. 

Okinhoma City, The Oklahoman. 1905 arer. 

11,161; June, 1906,18.582, E. Katz. Agent. N.Y. 
OREGON. 


Portland. Evening Telegram. Largest exclu- 
sive circulation of any newspaper in Oregon. 


Portland, Journal. Daily and Sunday. 
ty Actual average for June, 25,857. Aver- 
age year 1905. 21,926. 
oo Seems. Pacific Northwest, mo. 1905 arerage 
5,588. Leading farm paper in State, 
PENNSYLVANIA. 


Erie. Times, daily. Arer. for 1905, 15.248, 
June, 1906,17.119. E. Katz. Sp. Ag., N.Y. 

iarriaburg. Telegraph. Sworn ar., Apr..18.< 
769. Largest paid circulat’n in H’b g, or no pay. 


Philadelphia, Confectioners’ Journal. mo. 
Av, 1904, 3,004: 1905, 5.470 (OO). 





Philadeiphia, Farm Journal, 
mootaly. V ilmer Atkinson Com- 
pany, publisners, Average for 


195, 563.266. Printers’ Ink QRS 
awarded the seventh Sugar Bowl AN 
to Far:n Journal sor the reason TEED 


that*‘that paper. among all those 

“publisned tu the Un:ted States, 
“has oeen pronounced the one 
“that best serves tts purpose as 

“an educator and er 

“yor the agricultural po; 
“tion, and as an effective an 
“economical medium Jor com- 
“municating with them 

“through its advertising cotumns.”” “Unlike any 

other paper.” 


Philadeiphia. German Daily Gazette. 4ver- 
circulation, 1905,daily 51.508: Sunday, 44.465, 
sworn statement, Circulation books open, 


=a 
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Its Better 


OCTOBER ISSUE CLOSES AUGUST 13 


S. KEITH EVANS 
Advertising Manager 
Metropolitan Annex, New York 


JOSEPH A. FORD 
Chicago 
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—. 1 eee nearly everybody reads THa 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for eacu day in the 
month of June. 1906: 








Oe yacpenv> sessece 220 856 

. 221,167 

Totai for 26 days, 5,738,169 copies. 
NET AVERAGE FOR JUNE, 


220,699 copies a day 


THE BULLKTIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitte 1. 





Wir Liam L. eamen, Publisber. 
PHILADELPHIA, July 5th, 1906 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 


A paper. Besides the Guarantee 
alow Star,it has the Gold Marks and is 
AN cn the Roll of Honor—the three 
“aA §=6most desirable distinctions for 


any. newspaper. Sworn daily av- 
erage for first six months 1906, 
103,4'9; Sunday average June, 1906, 148,949, 
Philadelphia. The Merchants’ Guide, pub- 
lished weekly. *‘‘The paper that gets results,” 
Philadelphia, W. Phila. Bulletin, wy. Covers 
W. Phiia. kveryvody lo looks for at. Cir. U5, &, 28S. 
Pittsburg. The United Sesineiieiemmmaned Weekly 
circulation 1905, 21,360 





West Cheater. Local News, 


pee WwW. wi. Hodgson. Averayefor 

1905, 15.29%. In its 34th year. 

AeA independent. Has Chester County 
AN aud vicinity for its field. Devoted 

TEED to home news. henze 1s a home 


paper. Chester County is second 
an the Stute mn agricultural wealth 


Willfamaport., Grit. America’s Greatest 
Weerlu. Average 1905, 226.718. Smith & Thomp- 
son. keps.. New York and Chicago. 

y erk. Dispatch and Daily. Average for 1905 
18,531. Enters two-thirds of Yori homes. 


RHODE {SLAND. 


Pawtueket. Evening Times, Aver. c(rculation 
Jour months ending April 30,06, 17.802 (sworn). 


Providence. Daily Journal, 17.628 < >. 
Sunday, 20.883 :1@@). Erening Bulletin&?. 788 
averaye 1:95. Providence Journai Co.. pubs. 


Providenee. Real Estate Register; finance. 
ete.: 2.528; sub’s pay 24%¢ of total city tax. 


Weateriy. Sun. Geo. H. Utter, pub. Aver. 1995, 
4.467. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Oharieaton, -wpaaeal Post. Actual dy. aver- 
age for 1905, 4,305. 


Actual aver- 
9.587 copies 


Coiumobia, State, 


age for 1905, taily 





Atal (OO); semi-weekly, 2,625. Sunday 
wn NO 105, 11.072(@O). Actual average 
EE 


Jirst six months ’06, daily 10,7690; 
Sunday 11.861. 
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TENNESSEE. 


Knexville Journai and Trib- 
une. Daily averaye year ending 
December 31, 195.138.0183. Weerly 
average 1904, 14.413 

One of only three papers m 
the South, and only puper in 

‘ennessee awarded the Guarantee 

Star. The leader in news, circula- 

tion, influence and advertising patronage. 


Knoxville. Sentinel. Arerage March 11.595. 
Carries more advertising in six days than aors 
contemporary in seven. Write for information. 


Memphis. Commercial Aagea. rp Qo A 
weekly. average 195, daily & ~y 915. Sunday 
5S. 887. weecly, 80.5R5. & Taompsen, 
Representatives N. Y. Mena. 


Romehte. Times, Sunday Circulation year 
endtug February, 1906, 2.110, 


Nashville. Banner, daily. Aver. for year 190:, 
S.T72; for 1904, 20.708; for 1905, 30.227. 


TEXAS. 


Beaumont, Texas, Enterprise. Arerage 1905, 
%,487; preseut output over 10.000 guarauteed. 


El Paso. Herald. yoy 011; June,’6.6.169 
Merchants’ canvass ed HERALD in 80¢ of Ki 
Paso aang ou El Paso aad oi eS to Roli 
of Honor. J mart, 150 Nassau St., N. 


San et sender adard, weekly. po for 
year ending May é, 196, 8,.018 (3). 


VERMONT. 


Ly Times, daily. F. f. py yO pomee, 
27, sor last six mouths, 196. 4.0 


yay Free Press. 1 Daily av. 05, 6.55%; 
for June,?.6%4. Largest ity and State circula: 
tion, Examined by Association vf American 
Advertisers. 





Nurlington, News, daily, evening. Actual 
daily average 1904, 6,018 ; 195, 6.886; December, 
195, 2. 


Montpelier, Argus. 
1905, 8.242, 


Actual daily average 


Rutland, poe: Arerage 1904, 2,527. 
erage 1905, 4.286. 


&t. A Mans, Messenger, daily. 


Sor 1905, 3,05 
VIRGINIA. 


Danville. The Bee. Ar. 1905, 2.846, April, 
1906, 2.365. Largest cir’n. Only eve’g puper. 


Richmond. News Leader. Sworn dy. av. 1905, 
29.54%. Lurgest in Virginias and Carolinas, 


Riteh mond, Times-Dispatch, 
pei 

ictual daily average vear end- 
ing December. 1905. 20.376. High 
price circulation with no waste 
or duplication. In ninety per cent 
of Richmond homes, The State 
paper. 


WASHINGTON. 
Seattle, Post- Intelligencer (O©). 
Average for May, 1#6— Week-dau, 
aa eae Sunday, 3%.482. (nly 

oo in Seattle; only gold 
nd guaranteed circula- 
tion in Washington. JA 


Av- 


Actual average 


GUAR 
YE bb 


UA 
oo 


TEED FULL PAID 


1 merit 





of 
and GENUINE Value. 
Tacoma, Ledger. Daily arerage 1905, 15.5443 
Sunday, 20.285: weekly, 9.642. 
Tacoma. News. Ararat | pre Sour months 
1906, 16,212; Saturday, 17,68 
WEST VIRGINIA. 


Parkersburg. Sentinel. gaily. R. E, Hornor, 
pub. Average sor 1905, 2.442, 


Ronceverte. W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Average first § months 1906. 2,112. 
WISCONSIN. 


Janeaville. Gazette. d’ly and s.-w’y. Circ’n— 
average 1905, daily 8,149; semi-weekly 8,059, 














Madtaon, State Journal, dy. Circulation aver- 
age (905,3,4382. Onlyusternoon paper. 
Milwaukee. Badger and Farmers’ Record, 
mo.; 75.000 copies (3); rate 30c.a line; largest 
mo, furm journal circulation in this territory, 


Milwaukee. Evening Wisconsin, d’y. 
26.648; June, 1906, 28.819 (O©). 


Milwaukee. The Journal.ev g. 
Average 1105.40.12: June, 16. 
48.932. The td daily circu- 
lution of The Milwaukee Sournal 


Av. 1905, 


18 double that of any other even- 

ing and more than is the paid 

circulation of any Milwaukee 
Sunday newspaper. 


Oshkoah, Northwestern. day. 
1904, 7.281. 


Average for 
Averuge for the the yeur, 1905, 7,658. 


T* WISCONSIN 
Agricorrorist: 


Racine. Wis., Eat. 1877. wy. 
Actual arer. for 1905, 41.748: 
First five months, 1996.47.272. 
Has « larger irene caee te in Wis- 
consin than any other . Addr, 
$2.90 an inch. Y. O ep Temple 
Court. W. C. Ric! 


harason, Mgr. 
Ae ee! my Daily Journal. Arerage 195, 
0. 


Only paper with telegraphic service. 
WYOMING. 
Cheyenne, Tribune. Actual daily average net 
Sor 1905, 4.511; first six months, 1906, 5,079. 
BRITISH COLUMBIA. 
Vancouver. Province. daily. Arerage 


1905, %,687; June, 1956, 9.881. H. pi ald 
U.S. Repr., Chicago and New York, 
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_ Victoria, Colonist, daily. Colonist P. & P. 
. aver. ~~ 4.356 Ok); for ss, 4.8308. 
Us, Kep., H. C. Fisher, New York 


MANITOBA, CAN. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Ww eekly. keaches 
al! the German-speaking population of 200,000— 
its exclusive field. Aver. for the year end. June, 
1906, 15,517; aver. lust sic months, 15,898. 


W innineg. Free Press, caily and rreekly. Av- 
ercge for 195. dai. y. 80.048: weeny, 15,654. 
Daily, June, 196, 34.672. 


Winnipeg. Telegram. Duily averege June, 
20,332. Flat rate, 42c. inch daily or weekly, 


NOVA SCOTIA, CAN. 


Walifux, Herald (© ©) and 0 Mail. 
Circulation, 1905, 15,5938, Flut rat 


ONTARIO, CAN. 


Torente. Canadian sactianiae and prone 
Trade. monthly. Average Jor 15, 6,088 


Toronto, The News. Sworn arerage daily 
circulation for year endiny Dec. 30, 1905, 3S,282, 
Advertising rate é6c, per inch. Flat, 


QUEBEC, CAN. 


Montreni, La Presse. La Presse Pub. Co. 
Lta., publishers. ictual average 1904, datly , 
80,259 ; 1905, 96,771; aevekty, 48,207. 


Montreal, Star. dv. malig’ Graham &Co. Av, 
for 19s. dy. S6.T9S. wy. 125.240, Av. for 1905, 
dy. 58,1253 wy. 126,507, 











©O) GOLD MARK PAPERS©O) 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from allthe others by the so-called gold 


marks (@©). 





WASHINGTON, D.C. 

THE EVENING AND SUNDAY STAR (QO). 

Rerches 90% of the Washington homes. 
GEORGIA. 

ATLANTA CONSTITUTION. Aver. 115, Datly 
85,090 (OO). Sunday 48,721, Wy,'04, 107.925. 

AUGUSTA CHRONICLE (O®). Only morning 
paper; 1905 average 6,043. 

ILLINOIS. 

GRAIN DEALERS’ JOURNAL ( 
prints more cias’fi'd ads than all ot. 

THE INLAND PRINTER, Chicago, (© ©). 
ual average circulation for 1s for 1905, 15,866. 

BAKERS’ HEI. PER(O ©). ©), Chicago, ouly “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State ‘and Territory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (O ©) 

Best paper in city ; read by pest people. 
MASSACHUSETTS. - 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America @oO). 

BOSTON PILOT (OQ. ever: every Saturday. Roman 
Catholic. Patrick M. Donanoe, manager. 

BOSTON EVENING TRANS TRANSCRIPT (©©). estab- 
lished 1830. The only gold mark daily in Boston. 





), Chicago, 
ers in its line. 


Act- 





TEXTILE WORLD RECORD (©@0), Boston. 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 

WORCESTER L’OPINION PUBLIQUE. @o is 
the leading French daily of New Engiand 


MINNESOTA, 


NORTHWESTERN MILLER 


‘O©) Minneapolis, Minn; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (@©). 
NEW YORK, 

NEW YORK TIMES (©©). Largest high-class 
circulation. 

BROOKLYN EAGLE (QO) is THE advertising 
medium ot Brooklyns 

VOGUE (©6@) is exclusive in its ideas and one 
of the best advertising mediums. 

THE POST EXPRESS (©©). Rochester, 
Best advertising medium in this section. 

ENGINKERING NEWS (@@).—A technical , aad 
nal of character and standing.—Tmes, N. 

ARMY AND NAVY JOURNAL (OO). ee in 
its class in circulation, influence and prestige. 


THE CHURCHMAN (@6)._ Fst. 1844; Satur- 
days; Protestant-kpiscopal. 47 Lafayette Place. 


ELECTRICAL. REVIEW (© ©) covers the field 
Read ad studied by thousands, Oldest, ablest 
electrical weekly. 
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20 


HARDWARE DEALERS’ MAGAZINE. 
e 1905, average issue, 19,020 (©). 
T. MALLETT, Pub..253 Kroadway, N. Y. 


aeaaiie RAILWAY JOURNAL (QO). The 
stancard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 


NEW YORK HERAI.D (©©). Whoever men- 
tions America’s eye newspapers mentions 
the New York HERALD first 


CENTURY macadiac (© ©). There area few 
aye in every community who know more 

han all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE ‘© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
“and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high 
grade advertiser 


ELECTRICAL WOKLD (©©), established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers to be 20,389 average 
weekly from January 6th to 1 6th to March 3a, 1906. 


FOREST AND STREAM (o°) 


rgest circulation of any sportsman’s paper. 
oun ieeaiy to wealthy recreationists. Write. 
ONLO. 

CINCINNATI ENQUIRER (OO). Great —influ- 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates ana 
information supplied bv Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Technical 
journa); 40 years, leading vehicle magazine. 


THE PRESS (©©) is Philade Iphia’s Great 
Home Newspaper. it 1s on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

paper Sworn daily average first six months 
1906, 103,419; Sunday average June, 1906, 148,949. 





PRINTERS’ INK. 





THE PITTSBURG 
©® DISPATCH o 


The newspaper that judicious advertisers 
always select first tu cover the rich. pro 
ductive. Pittsburg fleid. Only two-cent 
morning paper assuring a —- most 
profitable to advertisers. est home 
delivered circwation in Greater Pittsburg. 











RHODE ISLAND. 
PROVIDENCE JOUKNAL (@©). a conservative, 
enterprising newspaper without a single rival’ 


SOUTH CAROLINA. 
THE STATE (OO), Columbia, 8. C. Highest 
quality, largest circulation in south Carolina. 


TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 


see semi-monthly. ‘the South’s authoritative 
industrial trade journal. 


VIRGINIA. 


THE NORFOLK LANDMARK (@©) is the 
home paper of No:folk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (O©). Only 
morning paper in Seattle. Oldest in State. A 
paper read and respected by ali classes, 


WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(©), the only gold mark daily in Wisconsin, 
Leos than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN- 





ING MAIL. Circulation 15.558, flat rate. 











THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
f ye Denver Post, Sunday edition. April 15, 
1906, contained 5,036 different classified ads. 
a total of 112 910 columns. The PosT is the 
Want medium of the Rocky Mountain region. 
The rate for Wantadvertising in the Post is 5c 
per line each insertion. seven words tothe line. 


CONNECTICCT. 
ERKIDEN, Conn.. KECORD covers fleld of 50.000 
population : ; working people are skilled 
Classified rate, cent a word a day. 
“Agents Wanted,” 


“ 
nechanics. 
five cents a word a week. 

etc., half cent a wore aday. 


DISTRICT OF COLUMBIA. 
feted Mery and Sunpay Star. Washington. 
D.C. (© ©). carries DOUBLE the number of 
WANT Ape of any other paper. Rate lc. a word. 


GEORGIA, 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga.. cost one cent a word— three 
Insertions for price of two—six insertions for 
price of three. 





ILLINOIS. 





ig DAILY NEWS is Chicago’s “Want ad” 
tory. 


RE Champaign News is the leading Want ad | ‘| 


medium of Ventral Eastern Lilinois. 





hee TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


EORIA (LIL) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


INDIANA. 
fig Indianapolis NEWs during the year 1905 
printed 96.982 more classified advertise- 
ments than al: other dailies of indianapolis 
combinea. printing a total of 296.941 separate 
paid Want ads during that time 
IOWA. 
6 Vee Des Moines CAPITAL guarantees the lar- 
gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. ‘Ihe rate is 1 cent a word; by the 


month $1 per line. It is published six evenings 
a week; Saturday the big day. 


‘[T“HE Des Moines KEGISTER AND LEADER; onl 

morning paper; carries more “want’’ ac 
vertising than any other Iowa newspaper. One 
cent a word. 


MAINE. 


Hi EVENING EXPRESS carries more Want ads 
than all other Portiand dailies compined. 


MARYLAND. 
‘HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
i recognized Want Ad medium of Baltimore 














MASSACHUSETTS. 
HE Boston EVENING TRANSCRIPT is the lead- 
ing educational medium in New England. 
it prints more advertisements of schools anu in- 
structors than all other Boston dailies combined. 


7. BOSTON GLOBE, daily Ue ew, in 
905. printed a total of 427.227 classified ads. 
There were no trades, deals or Taos aes 
was a gain of 9,999 over 1904, and was 15,847 more 
than any other Boston paper carried in 1905, 


5 CENTS for 30 words, 5 days. 

DatLy ENTERPRISE, Brock- 

ton. Mass., carries solid page 

Want ads. Circulation exceeds 
10,000. 


MICHIGAN. 
ey COURIER-HERALD (daily), only Sun- 
day paper; leading medium; circulation in 
excess of 14,000; one cent a word. 


MINNESOTA. 
T= a a is the recognized 





ii line Minneapolis Daily and Sunday JOURNAL 
carries more classiticd ——— than any 
other Minneapolis newspa No free Wants 
and no Clairvoyant nor o Aeedonabie medical 
advertisements printed. Cleaned Wants printed 
in June, 130,718 lines. Individual advertisements, 
807. in the first six months of 1906 the Daily 
and Sunday JOURNAL carried 101,276 more lines 
of classified than any other newspaper in Minne- 
apolis or St. Paul. 


‘(HE MINNEAPOLIS TR.BUE is the oldest Minne- 

apolis Pray and has over 100,000 sub-cribers, 
which is 30,000 oda each day over and above any 
other Minneapolis daily ~ —— edition 
alone haga larger cir Min lis, b; 
many thousands, than any a abe evening paper. 
It publishes over 80 columns of Want advertise- 
ments every — at ful) price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues, Rate, 10 cents per 
line, Daily or Suntay. 








MISSOCKI, 
f lage Joplin GLoBe carries more Want ads 
f. me= all — papers in Southwest Missouri 
combined, se it gives results. One centa 
word. ‘Minimam. Ibe. 


MONTANA. 


iets Anaconda STANDARD is Montana’s great 
* Want-Ad ’ medium; ic.a word. Average 
circulation (1905), 11,144; Sundays, 13,888. 


NEBRASKA. 


La JOURNAL AND NEWS. Daily aver- 
905, 27,092, guaranteed. Cent a word. 


NEW JERSEY. 


EWARK, N. J, FR*IE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word ; 8 cents per month. 


NEW YORK. 
fFWHE EAGLE has no rivals in Brooklyn’s 
classified business 


‘Q\HE Vost-ExPrREss is the best afternoon Want 
ad-mevium in Kochester. 





A LBANY EvrNInG JOURNAL. Fastern N. Y.’s 
best paper tor Wants and classified ads. 


AILY ARGUS. Mount Mel 8 N.Y. Great 
est Want ad in r County. 





Y EWBURGH DAILY NEWS. recognized leader 
in prosperous Hudson Valley. Circulation, 
6, 
Pa eke NEWS with over 95,000 »‘-culation, 
isthe only Want Medium in "Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 
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T= TimES-UNION, of Albany, New York. Bet- 
ter medium for wants and otber classitied 

matter than any other puper in Albany, and 

qeectatess a circulation greater toau all other 
aily papers in that cicy. 


RINTERS' INK, published weekly, The rec- 
ognized and leaaing “antag medium for 
Want ad mediums, mail order articles, auvertis- 
ing noveities, printing. ho liga oe citcuiars, 
rubber stamps, office devices. adwriting. half- 
tone making, and practivaliy anything whicn 
interests and Cee to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per mi... flat : six words toa line, Sample 
copies, ten cents. 


NORTH DAKOTA. 
G RAND FORKS HERALD. Circ. May, ’06, 7,599. 
¥ Biggest Daily in North Dakota. La Coste & 
Maxwell, New York Representatives. 





OMLO. 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per wora. Largest circulation. 
OKLAHOMA. 
HE OKLaHOMAN, Okla. City, 13.582. Publishes 
more Wants than any four vkla.competitors. 


OREGON. 


: PORTLAND Jot JOUKNAL, Daily and Sun 





day. leads in ‘‘Want ads.” as well asin 
circulation, in Portland and in Oregon. 


PENNSYLVANIA. 
f Ne Chester, Pa.. TIMES carries from two to 
five times more ciassifled ads than any 
other paper. Greatest circulation, 


WHY DON'T YCU PUT 1 
TAK PHILADELVHIA BULLETIN! 


Want Ads. in THE BULLETIN. bring 
prompt returns, because “in Phila- 
delphia ey everybody reads 
THE BULLETIN.’ 

Net paid average circulation for 


June, I 
220, 699 copice per day. 
(See Roll of Honor column.) 


“The 
Philadelphia German 
Daily Gazette 


is America’s leading German © 
Daily.”—Printers’ Ink, Feb 


28, 1906. 





RHODE ISLAND. 


HE EvENING BULLETIN—By far the |: ksmoee cir- 
culation and the best Want medium in R. I. 


SOUTH CAROLINA. 
‘|, HE News aND COURIER (@©), Charleston, 
8.C. Great Southern Want ad medium; Ic. 
a word; minimum rate, 


T HE Columbia STaTE (©) carries more Want 
ads than any other 8. C. newspaper. 


BRITISH COLUMBIA. 
TICTORIA COLONIST. Oldest established 
om (1857). Covers entire Province. Great- 
po an Ad medium on the Canadian Pacific 
Clarence Fisher, 634 Temple Court _ 
Bldg, %. ., Special Kastern Agent 





CANADA, 
‘I\HK Halifax HERALD (@©) and the Mait—Nova 
Scotia's recognized Want ud mediums, 








A PRESSE, Montreal. Largest daily circula- 

i4 tion in Canaaa without exception. (Daily 
95.825. Satu 8 113.892—sworn to.) Carries more 
wantaas than any French newspaper in the world 


mae DAILY TELKGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum coarge 2) cents. 


r | Montreal DAILy STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The FiMILY HERALD AND 
WEEKLY STAR carries more \\ ant advertisemeuts 
than any viher weekly paper in Canada. 
a Bs waptons FREE PRESS carries more 
“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in all the other 
ly a published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of eee advertising than any 
other daily paper in the Dominion. 





FROM AUSTRALIA. 
G, Hvupson, 
Manufacturing Chemist. 
IpswicH, Queensland, 
Australia, June 2, 1906. 
Editor of Printers’ INk: 

As a subscriber I receive Printers’ 
Ink regularly and read it with a good 
deal of interest. 

That was specially good reading for 
the Egg-O-See Co. There is one thing 
I would like to know further of, and 
probably many of your readers would 
too. How does this company arrange 
that the price of their product should 
not to be cut by retail stores? I also 
notice in Printers’ INK _ that the 
Peruna Co. have arranged a_ similar 
scheme. Now, I don’t think it would 
be possible to arrange a like scheme 
in the Australian Commonwealth, for I 
know of large retail stores in some of 
the big centers here that would not 
sign any agreement whatever as regards 
prices, though you might get some to 
do so by offering a consideration; but 
then that is not fair, besides being im- 
practicable. Yet again, how could one 
keep a good-selling line out of the 
hands of brokers? These are the men 
who would put their wits to work to 
get round the arrangement, so as to 
oblige a large retailer who would wish 
to cut the line to cost price solely as 
an advertisement. Yours faithfully, 

Gero. Hupson. 

AN ADVERTISING SWINDLE. 

An advertising swindler has been 
working up directories of rural mail 
routes throughout the State of Iowa. 
His plan is to threaten merchants 
with boycott by their rural patrons if 
they do net advertise. He gets the 
ads and sells the list of rural route 
patrons to department houses for use 
in working up their mail-order busi- 
ness.—Commercial Union, 

—_—+or—— 


ApvERTISING is the voice of Supply 
addressed to Demand. It may coax, 
or command, or instruct—but you and 
I are pleased to be informed, while 
refusing to be cajoled or commanded. 
—Mertz’ Magazine. 
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JAPAN’S TEA CAMPAIGN. 


Some years ago Japan set apart an 
annual appropriation for the Japanese 
Tea Guild. Subsidy? Not at all, said 
the Japanese Government, nothing in 
the way of a subsidy. It was merely 
to advertise Japanese teas, advertise- 
ment having been made necessary by 
the serious and growing competition of 
Ceylon and Assam teas. I am told 
that about one per cent of the money 
was actually used for advertising. The 
rest went to pay the expenses of branch 
tea-houses opened in New York, Boston, 
Montreal, Chicago, and elsewhere. Why 
were these branch houses desired? Be- 
cause for years foreign firms, chief; 
American, had possessed the tea ex- 
porting trade of Japan, and the gov- 
ernment was determined to secure that 
trade for Japanese interests. Foreign 
governments protested at Tokyo. They 
wasted their time. With that fault- 
less politeness that is one of the charm- 
ing traits of the Japanese, the govern- 
ment officials gave assurance of their 
most distinguished consideration—and 
renewed the appropriation. It lapsed 
while the war was on, because Japan 
had need elsewhere for all her funds; 
but now the government has in hand 
an act that will finish the work begun 
by the appropriation and _ effectively 
put the foreign tea-houses out of busi- 
ness.—Everybody’s Magazine. 

te 

Is your advertising expenditure a do- 
nation to the publication, or is it an 
investment to further your business in- 
terests?—Robert Frothingham, 

a a ee 


ILLUSTRATED EXTRACT FROM 
ADVERTISEMENT, 





“ALWAYS FRESH,” 
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DOUSING THE RED LIGHT. 


829 Guaranty Bldg., 
MINNEAPOLIS, Minn., July 9, 1906. 
Editor of Printers’ INK: 

I note what you say and the comments 
of others in PRINTERS’ INK of the 27th 
of June. If you will read the inclosed, 
and then take the Minneapolis Tribune 
and read the personal and medical 
want columns of the Sunday papers 
from January to April, 1905, and then 
the same period in 1906, you will see 
that the stuff that you have been talk- 
ing about in that ‘red light’ article, 
can be absolutely and completely 
whipped out of any paper that has a 
general family circulation. I have been 
threatened with the penitentiary and 
other dire things, even to pictures of 
skull and cross bones sent me through 
the ma.ls, but the paper had to Quit. 
The same is true to a large extent of 
all the twin city papers except the St. 
Paul and Minneapolis Daily News, and 
they will have to before long or quit 
sending their paper through the mails. 
I commend my method to those in the 
East who want to stop this dirty busi- 


ness. Respectfully, 
C. W. ARNOLD. 
Mr. Arnold’s' methods are 
simple. He mails broadcast car- 


bon copies of open letters, each of 
which reproduces objectionable 
advertisements and makes specific 
charges as to the dishonesty of 
advertisers, especially medical 
quacks, whom he seems to have 
investigated. Each letter is num- 
bered, and a person receiving one 
can send for all that have pre- 
viously appeared. Here is one of 
his letters on the “lost manhood” 
gentry, issued last fall: 

The series of letters of which this 
is the fourth, have been sent to leading 
business and professional men through- 
out the Northwest for the purpose of 
calling attention to a crying evil that 
is doing serious mischief to a class of 
humanity not sufficiently mature in 
judgment to recognize the snare that 
lies beneath the surface. The personal 
advertising columns of the daily papers 
are very seldom read by busy people, 
but once seen by the girls and_ boys, 
the are never afterwards missed, and 
years of contact with the downfallen 
have shown me how disastrous to the 
community are the results. 

I desire. in this letter, to call at- 
tention to the so-called “Lost Manhood” 
advertisements, which form so striking 
and disgusting a feature of the adver- 
the Minneapolis 


tising columns of 

Tribune and other papers. Like many 
vicious advertisements this class are 
very hard to bring under the law. 


Their chief harm lies in the fact that 
they are calculated to harm healthy and 
clean young men, who are not acquaint- 
ed with the laws of physiology, and 
mistaking natural conditions for a state 
of disease, and alarmed by the glaring 
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description in these advertisements, 
they go to these doctors for advice. 
Their fears are well played upon. The 
disgrace of its being known brought 
out, and the hope held out that by long 
course of treatment they may finally 
be brought back to health again. Con- 
tracts are made extending over months 
of time, notes often taken, and the 
victim is theirs to be b'ed for money 
at every turn, with threats of exposure 
if their demands are not complied with. 

That this class of advertisers are 
swindlers, to say nothing more, is shown 
by two illustrations taken from mem- 
oranda covering several years of care- 
ful investigation. 

Case No. 44. E. A. Minneapolis— 
Innocent young Norwegian had saved 
$30. Saw advertisement of 100 page 
book given free by ‘Medical Institute.” 
Called for it out of curiosity. Was 
invited to undergo a free examination. 
It was “discovered” that he had a far 
gone case of Varicocele in its worst 
form! They could cure him! Could 
do it for $30, which they got. Speak- 
ing of it to a friend, he was taken 
to the Medical Department of the Uni- 
versity, where it was found that there 
was not a suspicion of the disease. His 
contract was “cast iron,’ however, 
and he got no money back, 

Case No. 29. P. B. Wisconsin—Old 
man, aged 83, palsied with age, picked 
up by a “capper” from an “Institute” 
on Washington Ave., coaxed up into 
their office, told that he could be cured, 
contract made for several hundred 
dollars, a $100 certificate of deposit 
wormed out of his possession. His 
endorsement obtained, with $20 in cash, 
all he had, except change enough to 
get home. Swindle discovered by a 
neighbor'ng store-keeper where he eo. 
pened to stop and tell his story. His 
home bank was called up by ’phone, 
payment on certificate stopped, and he 
got off with $20 loss. His people too 
much chagr:ned at the publicity to 
prosecute. 

It is in the power of the patrons of 
the daily press to stop the kind of 
business my four letters have called at- 
tention to. What are you going to 
do about it? 

The presentation of these facts to the 
publ’c is done as a personal work by 
the subscriber, and in its entirety has 
cost the subscriber thousands of dol- 
lars, nor has he asked a cent from the 
public for his own support. Everv 
dollar contributed to this work will 
count for results. Do you want an 
interest in it? 


> 


Some remarkable and tasteful ad- 
vertising matter comes from the First 
National Bank of Napa, Cal. This in- 
stitution has taken space as large as 
half pages in local papers to call at- 
tention to particular features of ser- 
vice or elements of security. 
lg 








Tue wedding present, says the Lon- 
don Lady, is no longer so much an 
offering from a friend as the advertise- 
ment of an acquaintance, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISIIING 
COMPANY, Publishers. 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar tor six 
months, in advance. On receipt of tive dollars 
four paid subscriptions, sent in at one time,-wili 
be put gown for one year each and a larger num- 
ber at the same rate. Five centsacopy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
humbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred, 

ADVERTISING RATES 

Advertisements 20 cents a line, peari measure, 
15 lines to the inch ($3); 200 lines tothe page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last ~~ is repeated 
when new ye bey to come to hand one week 
in advance o y, of publication. 

Contracts by the month, quarter or year. may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. a 

Two lines smailest advertisement taken. Six 
words make a line. 

Laue | mong appearing as reading matter is in- 





ree. 
All advertisements must be handed in one 
weex in advance, 





OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


NEW YORK, AUG. 1, 1906. 














THE only reliable and depend- 
able measure of the distribution 
of a paper or periodical is the 
number of readable copies pro- 
duced. The method adopted to 
dispose of the copies, or the 
terms upon which they are parted 
with, have nothing to do with 
the measurement of quantity but 
everything in determining the ap- 
preciation and esteem with which 
the buyers or recipients welcome 
the publication, and therefore fix- 
ing or graduating the influence it 
can exert, and consequently its 
value as an advertising medium. 
The first thing an advertiser 
should know is how many? The 
next how good is it? While the 
first question remains unanswer- 
ed, the answer to the second is 
always open to the suspicion of 


error, 





THE NEW TENDENCY. 





When advertising was first taken 
up for study and explanation by 
PRINTERS’ INk, nearly twenty 
years ago, the important fact 
about it was that only one business 
man in every fifty properly appre- 
eiated this force, or was willing to 
experiment with it. Publicity in 
those days was part scheme, part 
swindle in many cases, and as a 
whole had not been extensively 
tried out. That in no way inval- 
idated the usefulness of skillful, 
legitimate advertising, though. 
Priyters’ INK took the broad 
stand that it pays to advertise, and 
isn’t good business not to. This 
principle was advocated much more 
widely than advertising methods, 
because for ten years or more the 
economic value of advertising was 
in doubt. Printers’ INK babies 
then sprang up everywhere and 
took up the cry, driving home the 
general truth that “it pays to ad- 
vertise all the time,” until finally 
there came a day when the benefits 
of advertising were no longer dis- 
puted. 

Some of the Printers’ INK 
babies have never discovered the 
change in sentiment toward the 
force they advocate. They ex- 
haust most of their space in prose- 
lyting, though the entire business 
world has long been converted. 
They waste an immense amount of 
energy combating a prejudice that 
existed once, but exists no longer. 
There is to-day not the slightest 
need for any periodical, any pub- 
lisher, any advertising agent or so- 
licitor to be a violent partisan for 
advertising as advertising. Manu- 
facturer, wnolesaler, jobber and re- 
tailer, and even the professions and 
the consuming public, admit its 
value and necessity as a distribu- 
tive factor. The question is now 
entirely one of methods and me- 
diums, tendencies and ethics. Be- 
lief in advertising as advertising is 
not merely universal, but even too 
wide and strong for advertising’s 
own good. Business men were 
sceptical about this economic force 
twenty years ago. Now they are 
inclined to put too much faith in it. 

Some months ago, for example, 
a soap manufacturer came to a 
New York agency. He had long 
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PRINTERS’ INK. 25 


thought about advertising, and had 
Ivory’s success in mind, and was 
determined to advertise a soap of 
his own on a national scale. He 
had $10,000 which he was willing 
to spend in any way the agency 
advised. Inquiry about his man- 
ufacturing conditions showed that 
he was a man with a small plant, 
earning a snug living. His limited 
output and slender margin, to- 
gether with an absence of any kind 
of novel merit in the soap he pro- 
posed to exploit, made advertising 
nn Pe even on a restricted 
scale. When told this he was an- 
gry, and inclined to hunt up an 
agency that would place his adver- 
tising. 

“Now, see here,” said the agent 
who had been consulted, “that 
opinion may seem more valuable to 
you when you remember that it has 
cost me from $1,000 to $1,500 in 
commissions.” 

Eventually the manufacturer 
went back home to his modest 
business, satisfied that advertising 
was too costly for him in compe- 
tition with an old soap house with 
an immense output. But he is a 
type of business man not uncom- 
mon these days. Many others are 
eager to rush into advertising 
blindly. They have read that “it 
pays to advertise.” They have 
personally witnessed advertising 
successes. They know vaguely 
that it pays, but have not given 
much thought to methods, difficul- 
ties, advertising failures. 

Consequently, advertising jour- 
nals and solicitors can now well 
afford to drop the generalities and 
axioms about advertising as a 
force, and come down to methods. 
These are being created by the 
hundred every year, to fit many 
complex commercial _ situations. 
They argue more effectively for 
advertising per se than the fine- 
sounding theses written to the old 
text, “It pays to advertise.” There 
are questions of mediums to be 
treated. When Printers’ INK en- 
tered the field there was only one 
medium that had been tried and 
proved worthy—the newspaper. 
Since then many other classes of 
periodicals have developed adver- 
tising value—street cars, outdoor 
mediums, programmes, novelties. 
Questions of tendency and ethics 


in advertising may be traced in 
such movements as the elimination 
of questionable advertising from 
periodicals, guarantees of adver- 
tisers’ reliability by publishers, re- 
strictions of certain paper on the 
billboards, new standards in pro- 
prietary remedies, the wholesale 
commercial trend of all mediums, 
etc. 

These are the vital points of ad- 
vertising to-day. The publisher, 
agent and solicitor who fail to 
study them, and cling to the notion 
that the business man must still be 
converted to advertising, are work- 
ing on the back track. The fact 
that advertising pays doesn’t have 
to be demonstrated any more. It is 
a dead issue. What is important, 
though, is to demonstrate that ad- 
vertising may not pay unless it is 
properly directed. Advertising 
means more than the printed as- 
sertion in newspaper or magazine. 
It begins with superior goods, and 
is only a means of wider distribu- 
tion for something worthy to be 
distributed widely. Unqualified 
partisanship for advertising has 
fostered a general impression that 
it involves marked radicalism in 
business methods. Wherefore, we 
have the manufacturer and retailer 
who are only too ready to plunge 
when they take it up. But the best 
sort of advertising is that con- 
trolled by a conservative spirit. 
All present efforts of constructive 
agents and publishers are toward 
caution and conservatism. There 
was a time when advertising went 
too slowly. To-day it goes too 
swiftly, and needs checks and safe- 
guards rather than stimulus. One 
plunger in advertising, and the 
after consequences of him, retard 
its progress more than a hundred 
men who were sceptical about it in 
times past. The sceptic, in fact, 
has just that element which will be 
likely to make him a successful ad- 
vertiser when he is converted, and 
there is never any very great need 
for hurrying his conversion. But 
the plunger, relying on nothing but 
the blind force of advertising to 
win, is a dangerous speculator. It 
behooves all concerned with the 
present and future of advertising 
to get in line with its present ten- 
dencies, 
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Tue Jewish Daily News, New 
York, has been incorporated at 
$100,000 as Sarasohn & Son. 





Tue Dorgan Advertising Agen- 
cy, R. J. Macpherson, manager, 
has succeeded Joseph Dorgan, the 
Winnipeg agent. 


Tue Cleveland, Ohio, Catholic 
Universe is sending out an ex- 
ceptionally strong pamphlet to tell 
about the paper’s advertising, cir- 
culation and influence. 





THE Wm. H. Lidell advertis- 
ing agency, 108 Fulton street, 
New York, is now Lidell & Sh p- 
man, its forces being augumented 
by Ralph W. Shipman, late with 
the J. Walter Thompson agency. 


Tue Evening Bulletin, of Hon- 
olulu, Hawaii, on July 7th issued 
a special edition devoted to the 
sugar industry of the island. The 
Bulletin claims to be the oldest 
and most progress.ve American 
daily published in the Territory. 





A NEW quarterly advertising 
journal, the Central Station Ad- 
verliser, has been launched by 
the Curtis Advertising Co., De- 
troit, co-operating with the Elec- 
trical Development Association 
that has lately been working out 
broad plans of electrical promo- 
tion. ‘The new periodical deals 
with methods of advertising cur- 
rent for lighting, power, etc., and 
contains both articles and ready- 
made ads for central station men. 





BEE-KEEPING forms an import- 
ant section of the farm field, ac- 
cording to a booklet just issued 
by Gleanings in Bee Culture, the 
leading journal in its line pub- 
lished at Medina, Ohio. Rowell’s 
American Newspaper Directory 
credits this semi-monthly with 
23,583 average issue for last year. 
This booklet tells a good deal 
about the paper, with something 
about bee-keepers, and gives the 
history of the large business that 
has been built up by A. I. Root, 
the beeman and publisher, since 
he first bought a swarm of 
honey-makers in 1865. 


Tue Joliet, Ill., Herald has sub- 
mitted to Rowell’s American 
Newspaper Directory a_satisfac- 
tory statement of copies printed 
for the year ending with July 17, 
1906. The average issue for the 
period was 6,266. 


VANTINE’S RETAINS 
NAME. 


THE attempt lately made by 
heirs of Ashley A, Vantine to se- 
cure an injunction against the 
well-known Oriental store, in 
New York, depriving it of the 
right to use its name, has failed, 
the Supreme Court of New York 
refusing to grant such an injunc- 
tion. There was no contention as 
to the store’s right to the name 
for Japanese and Chinese wares, 
but the question hinged on Ori- 
ental rugs and fabrics. 








THE new organization of pub- 
lishers, the American Weekly 
Publishers’ Association, 112 Dear- 
born street, Chicago, is sending 
out blank applications to all 
weekly newspapers, trade jour- 
nals, etc., asking that such pub- 
l.shers become members without 
dues or initiation fees, and state 
whether they are in favor of the 
present rate on second-class mat- 
ter or an increase. The latter is 
one of the first - questions Con- 
gress will consider in revising 
the postal law. 


PUBLISHERS’ PRESS 
CHANGES. 


At a recent meeting of the di- 
rectors of the Publishers’ Press 
Association in New York, E. W. 
Scripps and M. A. McRae pur- 
chased a controlling interest in 
the institution, Mr. Shale, the 
president, retiring. The Publish- 
ers’ Press will continue to be 
conducted as an independent or- 
ganization, but in alliance with the 
Scripps-McRae Press Association, 
who operate west of the Alle- 
ghany Mountains. John Vander- 
cook succeeds Mr. Shale as gen- 
eral manager in New York, and 
M. A. McRae succeeds Mr. Shale 
as president, 








eS ae 








PRINTERS’ INK. 


attractive booklet, vest- 


AN 
pocket size, comes from the Nes- 
tor Gianaclis Co., of Boston, to 
advertise the Nestor cigarettes. 





THE advertising men of Oak- 
land, Cal., to the number of. forty, 
recently enjoyed the initial ban- 
quet of the Oakland Advertising 
Men. 


ANTONIO ATIENZA Y MAp- 


Dr. 
IANO, editor of the famous Ar- 
gentine newspaper at Buenos 
Ayres, La Prensa. died recently 


in that city. He was fifty years 


old 








Cotorapo has been eclipsed 
lately by mineral discoveries in 
other States. This is bad for 
those who deal in local mine 
stocks, so a movement is on foot 
to boom the State through news 
articles in daily papers. 

THE Guiemend Advertising 
Company, of Chicago, have open- 
ed an Eastern office at 27 Wil- 
liam street, New York, with 
James Vick in charge. Mr. Vick 
was formerly on the advertising 
staff of the New York Times. 











THE Gillette Sales Company, 
distributors of the Gillette Safety 
Razor, issues a four-page folder 
to announce the enlargement of 
their offices in the Times Building, 
New York. Out-of-town  cus- 
tomers are invited to use the 
offices as city headquarters, and 
stenographic and messenger ser- 
vice is placed at their disposal. 





THe Journal of Agriculture, 
published at St. Louis, has been 
purchased by the Lewis Publish- 
ing Company. The paper was 
established in 1866 and is de- 
voted, primarily, to the interests 
of the agricultural residents of 
the territory tributary to St. 
Louis. It is stated that there will 
be no material changes made in 
the editorial policy of the publica- 
tion other than those which will 
work for its improvement. The 
subscription price has been re- 
, duced from $1 a year to 50 cents, 
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Your printer considers his duty 
to you well done if he takes the 
copy you hand him and puts it 
into type, giving you the benefit 
of his judgment and the facilities 
of his equipment. 


Our conception of the matter is 
different. Our Printing Depart- 
ment is not allowed to undertake 
any job (provided its mission is 
to sell goods) unless we are sat- 
isfied that it embodies in the high- 
est possible degree the elements 
of salesmanship. It must pass a 
most rigid inspection and satisfy 
us that in style, arrangement, 
argument and wording it is all 
that it should and could be. We 
go over these things with our 
customer, pointing out what 
should be done. 


* * * 


Such service as this in connec- 
tion with printing is of almost in- 
calculable value to an advertiser. 


You are, perhaps, familiar with 
the reasons why we are partic- 
ularly qualified to render this 
service, but if you are not we 
should be glad to give them to 
you in full. 


THE ETHRIDGE-KENNEDY 
COMPANY, 
Hartford Building, 
No. 41 Union Square, 
’Phones 4847-8 Gramercy, 
New York City. 
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In September the Oklahoman 
of Oklahoma City will install a 
four-deck, three color Goss press 
to meet the needs of the paper’s 
increasing circulation. 


Tue Majority, London’s new 
labor daily, lived five days, and 
was the briefest thing of the kind 
that every happened there. Lack 
of funds. 





THE advertising of Knox hats, 
both for men and women, has 
been placed in the hands of the 
Lesan Company, a St. Louis 
agency. The Knox Hat Co. has 
headquarters in New York. 





Tue Newark, N. J., Evening 
News has issued a new rate card 
to take effect October 1st. When 
the advertising rates of the News 
were last revised, the average 
sales of the paper were 52,000 
daily while at the present time the 
net circulation exceeds 62,000 
copies per day. 








SHoRTLY before his death the 
late Marshall Field of Chicago, 
acquired the entire block front on 
the east side of Fifth avenue, 
New York, between 3oth and 31st 
street. This property, worth over 
$2,000,000, is in the heart of what 
will soon be the best shopping 
district of the city, and its pos- 
session by the Chicago merchant 
is deemed significant. 


LOTS OF “COMFORT.” 


It is stated by the publishers of 
Comfort, Augusta, Me., that the 
monthly average for the first six 
months of 1906 has been 1,289,623 
copies, or 39,623 each month more 
than promised, this being equiva- 
lent to nearly half a million extra 
circulation without any advance 
in rate. The indications are that 
a still further increase in circu- 
lation will be shown during the 
coming year, as important 
changes now under way in the 
mechanical department, with new 
and interesting features in store 
for its readers. cannot fail to add 
materially to the prestige of this 
well-known publication. 
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THe McKeesport, Pa., Daily 
News asserts that it printed 
32,454 columns of local display 
advertising during the first six 
months of 1906. During June 
the News gained on this form of 
advertising 6,083 inches over the 
corresponding month of 1905. 





THE Massachusetts State Board 
of Health officially endorsed Un- 
derwood meat products last 
month, and the company took 
large spaces in fifty dailies 
throughout the country to publish 
the report. The business was 
placed by the Walton agency, 
Boston, 


BIG MAIL PROFITS. 


In floating its new stock, the 
Chicago mail-order house, Sears, 
Roebuck & Co’, gives out some 
interesting details of profits. Its 
net profits for 1905 it is stated, 
were $2,868,061 which is equal to 
over twenty-eight per cent on its 
$10,000,000 of new preferred stock. 
Gross sales for the year were 
$38,708,526, and for the first five 
months of 1906 they have aggre- 
gated $20,322,106, confirming the 
belief that a fifty-million dollar 
business will be done this year. 
Besides the preferred stock, this 
company has $30,000,000 common, 
Not a dollar’s worth of this im- 
mense business is done on credit 
to purchasers. 











A HIDDEN LIGHT. 


Bowdoin College at commencement 
made Edward Page Mitchell, of the 
New York Sun, a Doctor of Letters. 
The mystery how Bowdoin knew that 
Mr, Mitchell was a rarely fit person for 
such a distinction is dissipated by the 
circumstance that he was a graduate of 
Bowdoin. Mr, Mitchell went there 
from Bath, Maine, where he was born. 
He graduated in 1871, and _ passed 
through Boston and the office of the 
Advertiser of that city on his way to 
New York. He arrived in New York 
in 1875 and was caught and buried in 
the Sun office, where he stil! shines. 
He has nearly all the talents which 
are of value in the literary profession, 
except the gift for self-advertisement. 
If the current generation of Americans 
knew how many ideas he had put into 
their heads, and how many _ phrases 
into their mouths, about a million of 
them would want to have his picture.— 
Harper’s Weekly, 
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D. JEFFERSON THOMAS, adver- 
tising manager of the Pattern 
Publications, has returned to 
New York from Springfield, Ohio, 
where he underwent a surgical 
operation last month. 





Louis ROMMEL, JR., 61 Mer- 
chant street, Newark, N. J., has 
issued an enlarged edition of “89 
Adwriting Rules,” which is as- 
serted to cover in detail the en- 
tire building of an advertisement. 





Tue Cleveland News sends out 
a schedule showing gains in local 
display advertising in that city’s 
four English dailies for June, 
whereby it appears that the News 
gained. 190 columns, the Leader 
and Press 114 each, and the Plain 
Dealer 25 columns. 





ALBERT FRANK & Co. recently 
placed a one-time advertisement 
in leading dailies as far west as 
Minneapolis announcing a sale of 
bonds of the Tri-City Railway 
and Light Syndicate. The bonds 
amounted to $6,000,000, and the 
one advertisement sold the entire 
issue, 





IN SAVANNAE, 

The classified advertising of 
the Savannah, Ga., Press, in- 
creased forty-two per cent during 
the first six months of 1906 over 
the same period of 1905. PRINT- 
ERS’ INK has often asserted that 
the volume of classified advertis- 
ing carried by a newspaper is a 
record of a popular vote upon the 
comparative advertising value of 
a city’s daily papers. 





A New York City corre- 
spondent, who is a Sun reader, 
expresses curiosity on six points, 
as follows: 1st——Who writes the 
matter that appears. on the last 
page of the Saturday Evening 
Sun? 2d.—What makes him do 
it? 3d.—Does he pay the Sun for 
printing it? 4th—If not why not? 
5sth—If he does pay to get into 
print does he pay as much for the 
service as he ought. 6th—What 
does he do it for, anyway? 


AN injunction has been issued 
against the Palestine Drug Co., 
St. Louis, prohib ting the sale of 
a preparation called ‘“Castoria,” 
and ordering that an account be 
given of sales to the owners of 
this trademark, the Centaur Com- 
pany, New York. 





It has long been the impression 
that New York evening papers 
printed in largest type led in 
newsstand sales of early editions. 
A reporter for PrinTEeRS’ INK was 
therefore surprised the other day 
when he caught sight, at the 
newsstand of the Wall street 
Subway station, of the following 
sales of noon editions there: 


Copies 
TEI cai cenwcecestecnevaes 50 
CADE 5 3<600% soaehaneewnsecace coe 35 
MMs Naciahedindcacmaneaasenceucaiie 18 
1 OT UBSAAIRA Cee Cnerr ern orerr 18 
ah, SPOONS eecccccccccces 15 
TOME a vsinwintaracceadacsdcses 15 





-BILLPOSTERS MEET. 

At the Chicago convention of 
the Associated Billposters and 
Distributors of the United States 
and Canada, the steps taken some 
time ago by the directors to keep 
objectionable posters off the 
boards were approved. The as- 
sociation is to work in connec- 
tion with theatrical managers 
and poster printing houses. <A 
memorial representing 300,000 
members of the W. C. T. U. 
commended this action. The fol- 
lowing are the officers for this 
year: 

Thos. H. B. Varney, president; Walter S. 
Burton, vice-president; Charles Bernard, sec- 
retary; Alpheus B. Beall, treasurer. 

Directors : New England District— Edward 
C. Donnelly, Boston; Charles C. Ames, 
Providence, R. I. Eastern District—Barney 
Link, Pittsburg; James F. O’Mealia, Jersey 
City, N. J.; Alexander Clark, New York City; 
John D. Mishler, Reading, Pa.; W. Charles 
Smith, Elmira, N. Y. Central District— 
Robert C. Campbell, Chicago; Charles F. 
Bryan, Cleveland; Phinelan B. Haber, Fond 
du Lac, Wis.; George L. Chennell, Columbus, 
O.; Harry C. Walker, Detroit. Western 
District—Frank W. Chamberlin, Burlington, 
Ta.; Frank C. Zehrung, I incoln, Neb ; Peter 
J. McAliney, St. Louis. Southern District— 
Ed. Seaman, Shreveport, La.; Walter S. Bur- 
ton, Richmond, Va.; John E. Shoemaker, 
Washington; Fred T. Dean, Terrell, Texas; 
Louis H. Ramsey, Lexington, Ky. Pacific 
Coast District—Thomas H. B. Varney, San 
Francisco. Rocky Mountain District—James 
A. Curran, Denver. Canadian District— 
Arthur Ware, Montreal, 
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A LARGE list of medical papers 
are to be added to the mediums 


used by Armour & Company, 

Chicago. 

NEW HOME FOR THE 
“BULLETIN.” 


After some months’ negotiation 
the Philadelphia Bulletin has se- 
cured a site for a new home at 
Juniper and Filbert streets, that 
city, and in about a year, it is 
hoped, will be installed in a new 
building. The plans provide for 
a six-story fireproof structure, ot 
reinforcing concrete, with exter- 
ior walls of brick and terra cotta, 
surmounted by a dome towering 
125 feet above the street level. It 
will have a frontage of 63 feet on 
Filbert street and a depth of 147 
feet 4 inches on Juniper street. 
The main entrance will be at the 
corner of the two streets. For a 
considerable period the Bulletin 
has been hampered for lack of 
room and press facilities, and 
pressure of advertising has been 
greater than could be taken care 
of, 


INCREASE IN POSTAL 
REVENUES, 


The Postoffice Department has 
issued a statement showing that 
during the fiscal year ended June 
30th the returns from forty-seven 
per cent of the first, second and 
third class postoffices show an in- 
crease in revenue, while only five 
per cent report a falling off in 
receipts. The net increase is 
therefore forty-two per cent as 
against an increase of twenty- 
four per cent the preceding year. 
According to the postal officials 
who regard the fluctuations in the 
receipts of the postoffices as the 
most accurate and sensitive barom- 
eter of financial conditions, the 
country has never been so pros- 
perous as at present. The great- 
est proportionate increase is 
noted in the States of: South 
Carolina, North Carolina, Geor- 
gia, Indian Territory, Oklahoma, 
Arizona, Alabama and Florida, 
indicating that the South is en- 
_joying an unexampled era of 
prosperity. 





PRINTERS’ INK. 


Tue Lynn, Mass., News, has 
appointed .C, A. Menet, of New 
York, special representative in the 
foreign field. 


HOW ARE THE MIGHTY 
FALLEN. 


An interesting question has 
arisen in New York City as to 
whether, in the absence of a spe- 
cific contract, one who purchases 
a building under agreement to 
raze it and remove the debris 
within a given time has the right, 
while the building is being de- 
molished, to lease the walls for 
advertising purposes, The point 
in question has arisen in connec- 
tion with the demolition of Dr. 
Parkhurst’s church, at the corner 
of Twenty-fourth street and 
Madison avenue. The church 
property was purchased by the 
Metropolitan Life Insurance 
Company, whose building occupies 
the remainder of the block. A 
firm of house wreckers purchased 
from the insurance company the 
church edifice under agreement to 
remove it within forty days. No 
sooner was the work of demolish- 
ing the church begun, however, 
than the walls blossomed with 
gorgeous theatrical posters adver- 
tising The Ham Tree and other 
short skirt shows. Some mem- 
bers of Dr. Parkhurst’s congre- 
gation protested to the officers of 
the insurance company, who 
ordered the posters removed. 
This order the wrecking firm re- 
fused to obey on the ground that 
while the building lot belongs to 
the insurance company the church 
edifice itself is theirs and that 
they have the right to display ad- 
vertisements upon the walis of 
their own building until the ex- 
piration of the time allowed them 
for the removal of the structure. 
There is a possibility that the 
courts may be called on to decide 
the question at issue. The wreck- 
ing firm claims that in bidding in 
the church edifice they figured on 
deriving a certain revenue from 
leasing the walls for advertising 
purposes and that to deny them 
this right would be to deprive 
them of a legitimate profit. 




















A. S. WHEELER, the furniture 
and carpet ad specialist of Phila- 
delphia, has removed from North 
15th street to 628 Chestnut street. 





THROUGH an erroneous news- 
paper report the officers and di- 
rectors of the newly incorporated 
O. J. Gude Co., New York, were 
recently given incorrectly in 
Printers’ INK. Officers ot the 
new company are: O. J. Gude, 
president; L. E. LaTour, vice- 
president; W. S. Yerkes, second 
vice-president; L. C. Ruch, secre- 
tary; W. E. Gude, treasurer; W. 
A. McCall, auditor, who, with W. 
F. Wentz and A. E. Gans, com- 
prise the directorate. 


AMMUNITION. 

Every newspaper publisher in- 
terested in advertising his me- 
dium by advertising its commu- 
nity’s resources, will find valuable 
material in the Census bulletins 
now being issued from Washing- 
ton, giving statistics of manufac- 
tures in all lines for 1905. These 
bulletins show capital invested, 
number of plants, employers and 
employees, wages paid, value of 
product, etc., and cover the coun- 
try by States. So far the follow- 
ing States have received attention, 
and bulletins may be obtained 
from the Census Bureau, Wash- 
ington: 

Maryland, District of Columbia, Kansas, 
Nebraska, Arizona, Indian Territory, New 
Mexico, Oklahoma, Delaware, Iowa, Florida, 
Montana, North Dakota, South Dakota, 
Wyoming, Missouri, Arkansas, Rhode Island, 
Colorado, Idaho, Nevada, Utah, Indiana, 
North Carolina, South Carolina, New Hamp- 
shire, Vermont, Connecticut. Alabama, Vir- 
ginia and West Virginia. 

a 
NEW YORK IS SLOW. 
LowELL, Mass., July 24, 1906. 
Editor of Printers’ INK: ‘ 

In the current issue of your inter- 
esting and valuable publication I fin 
mention of a window demonstrator 
who wears a mask, attracting consider- 
able attention. Merely to show that 
New York is not entirely the ‘whole 
thing,’ I desire to state that over four 
years ago I used the same idea in the 
store in this city in which I conduct 
my local business. It was carried out 
and with very great success; I have 
followed the same plan on one or two 
occasions since. I have no desire to 
claim originality, but merely point out 
that the New York man is four years 


out of date. Sincerely yours, 
ArTHUR RHODES. 
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DID MR. STICK GET STUCK. 


Devul, N. Y., July 18, 1906. 
Editor of Printers’ INK: 

In connection with the sale of “Talks 
by the Old Storekeeper” by the Mer- 
chants’ Helps Pub. Co., of this place, I 
take the liberty of telling how one ot 
the country’s smart men found an easy 
mark in your humble servant. An 
order for a copy of the book came in 
from one H, S. Stick, of Glenville, Pa., 
accompanied by a personal letter to me, 
saying that in writing the book I haa 
omitted to tell the best way to make 
money in a store. It further said: ‘I 
have been conducting a cross roads 
country store for 34 years and I have 
the only plan that will hold good in all 
cases how to make money. It applies 
to farmers, mechanics and all classes. 
If you would like to have a copy ot 
the same, price $1, or it will be sent 
upon receipt of two copies of your 
book.” Being of the opinion that a 
man of 34 years’ experience in even a 
cross roads store ought to have some 
ideas, I sent the two books to Mr. 
Stick. 

And now I take my hat off to Mr. 
Stick of Glenville. Here is his reply: 
“My dear sir; Your letter, etc. 
You certainly have my _ best 

wishes for your future. ; 
The art of making money in a 
store is Spend Less, then you 
make, Yours truly, 
H. S. Stick.” 

Reing of a less mercenary spirit 
than Mr. Stick, I offer this lesson of 
34 years’ experience to the readers of 
PRINTERS’ INK gratuitously, with my 
added testimony as to its efficacy. The 
publishers are mailing between 900,000 
and 1,000,000 booklets advertising 
“Talks” and among the thousands of 
returns are some very unique proposi- 
tions. Yours very truly, 

FRANK FARRINGTON. 


It would be interesting to know 
if what Mr. Stick secured by his 
sharpness was worth to him the 
cost of the two postal cards he 
devoted to the enterprise. 








REVISED VERSION, 


They were moving from a_ small 
store on Second avenue to a larger 
one around the corner, Their fear of 
losing customers had made the mascu- 
line member of the firm put a very 
large sign on the vacant window. It 
read: “This place has removed round 
the corner.” The feminine member 
came back for a last armful of canned 
peas and stopped to inspect her hus- 
band’s sign. With a “Yaw! He knows 
no English, dat husband of mine; I 
alone learn de language,’’ she set to 
work to change the sign. It was short- 
ly back in the window, and this time 
it read: “The other place is now 
around the corner from this place, 
which has removed.—Evening Sun. 











SHOP SHOTS. 
By Frank Farrington. 
One idea at a time is all that 
you can carry out successfully 
and one idea at a time 1s all that 


the public can digest. Don't 
jumble your ads, 
* * * 
Window glass is to look 
through, not at. Keep the panes 
free from dirt and free trom 


posters. That will mean more 
people standing in front looking 
at the goods displayed. 

* * * 

You can advertise canned to- 
matoes at a shilling a can and 
sell them while your price-omit- 
tng competitor keeps them on his 
shelves at ten cents. 

* * * 

No successful adwriter makes 
up his copy without a thought of 
the possible women readers of it. 
The woman is the spender of the 
family, but she is the saver too. 

* * * 

The best advertisement is not 
the one that attracts the most at- 
tention but the one that sells the 
most goods. Don’t resort to 
scare heads and freak offers to 
get readers who will be nothing 
but readers. 

* * * 

The results from good adver- 
tising keep accumulating like thz 
snow on the ball the boy rolls. 
The returns from a good ad are 
never all in. 

* * * 

A man once said “It pays to 
advertise most businesses, but 
mine is different.” The sheriff 
sold him out, and now he works 
for his successor who does ad- 
vertise. 

* * 

Making people want the goods 
is after all about as near the 
secret of it as there comes to 
being any secret. Make the pub- 
lic want what you have to sell 
and the sale is half made. 

* * * 

Printing it in your ad_ space 
does not make it advertising. To 
be an advertisement it must name 
the goods, price them and make 
the reader want them. 


PRINTERS’ INK, 





Advertising makes customers; 
modern store methods hold them. 
These two are the merchant’s two 


hands. The ambidextrous man 
has a long advantage over him 
who is either right-handed or 
left-handed alone. 

* * * 


To make sure that your dead 
stock will not sell, put it out o1 
sight. If you are really anxious 
to get rid of it, display it promi- 
nently and put a price on it that 
will MAKE it go. 

* * * 

A customer is a prospective 
purchaser as long as he remains 
in the store. The mere fact that 
he has bought and paid for some- 
thing does not argue that his 
money is all spent or his needs all 
filled. 

+ * * 

Good resolutions are easily 
made, but resolutions alone will 
not build up a business. Make 
up your mind what to do and 
then po 1T! That’s the only way 
you can make good. 

* * * 

Show cards for windows and 
inside are a fine form of silent 
salesmen. Make them brief, 
terse and pointed. Print them 
plainly, to be read at a glance. 

x * * 


A good many merchants seem 
to think that people will read the 
same old ads time and again 
when they wouldn’t read even the 
most exciting news items over 
week after week. Every time an 
ad repeats without change, you 
throw away some money. 

* * * 

Don’t waste any time worrying 
about what sort of novelty ad- 
vertising will pay until you 
have the newspapers running all 
the good ads for you that it will 
pay you to use in them. 

* * * 

If you don’t like the cigarette 
kind of employees, don't be a 
cigarette kind of employer. It’s 
pretty inconsistent to jump on a 
clerk for doing the very things 
he sees you do day in and day 
out. 











RETAIL SELLING PLANS. 


A book entitled “Sales Plans,” 
lately published by the Merchants’ 
Record Company, Chicago, has an 
element of practical value not al- 
ways found in advertising compli- 
cations. This concern publishes 
the Merchants’ Record and Show 
IVindow, from the pages of which 
Thomas A. Bird has taken about 
350 plans and ideas for special 
sales, contests, store advertising, 
etc., for retailers. These have all 
been used by merchants, and rep- 
resent the best that has been 
evolved in this field the past two 
or three years. Each has been 
treated briefly, with reproductions 
of advertisements when essential, 
and the whole collection is thor- 
oughly indexed. Sixteen chapters 
deal with special sales, selling by 
mail, expositions, getting holiday 
business, Christmas schemes, co- 
operative advertising, store pa- 
pers, souvenirs and premiums, 
getting trade through children, 
money-making ideas, contests, 
needlework contests, voting con- 
tests, package sales and sensation- 
al advertising. As an indication 
of the matter given, these speci- 
men contests and plans are sum- 
marized: 

Domino Contest. In a section of the 
country where dominoes is a popular 
game, fac-simile dominoes printed on 
cardboard, with an advertisement on 
the back, were distributed. A prize was 
paid to the person who first returned 
a complete set of these cardboard 
dominoes. This plan has a certain ad- 
vertising value because people compare 
and trade the fac-simile counters. 

Missing Word Contest. Prizes were 
offered to those who found a certain 
word inserted in a store’s newspaper 
advertising during a given week. This 
word was to appear only once, and had 
not appeared in that establishment’s 
advertising for more than a_ year. 
Twenty-nine correct answers were re- 
ceived, with many hundreds of incor- 
rect ones. The word, in this case, was 
“bargain,” which the store had long 
banned. 

Window Contest. In a habzrdasher’s 
window filled with men’s garments and 
furnishings, a card was placed stating 
that everything necessary to a man’s 
dress was displayed with the exception 
of one article. A nominal prize was 
offered to the person first stepping into 
the store and naming this missing ar- 
ticle. Nearly a week went by before 
the public found that a sleeve button 
had been left out of a shirt-cuff, though 















































PRINTERS’ INK. 33- 


the sleeves of the shirt were in plain 
view. 

Sales Contest. A toy automobile was 
offered boys on a novel plan. News- 
paper advertising invited the youngsters 
to come and learn particulars of this 
contest, and each boy was given num- 
bered cards with squares around the 
margin, like meal tickets, in which 
figures aggregating $50 had been printed 
in amounts from five cents to $5. The 
boy distributed these cards to friends, 
and when a purchase was made at that 
store the clerks punched out the amount 
in the card. To the boy who returned 
cards showing the greatest aggregate 
of purchases the auto was given. Each 
boy who took part in the contest re- 
ceived a small consolation prize for his 
work, 

Riddle Contest. A manufacturing 
firm issued a circular giving the pre- 
cess story of its product, ground cho- 
colate, Prizes were offered for the 
best riddles about chocolate. 

Baking Contest. A barrel of flour 
was offered for the best loaf of bread 
baked from the flour itself. Loaves 
were sent to the store without name or 
clue, and three judges decided merits. 
The bread was then given to poor 
families. 

Store Arrangement Contest. Before 
altering and enlarging their s‘ore, the 
partners in a clothing firm offered 
pr-zes for the best suggestion, as to a 
new arrangement, printing in newspa- 
pers a diagram of the floor space to be 
occupied. Two new departments were 
also to be added to the business, and 
prizes were offered for the best sug- 
gesions as to what these should be, 
and how conducted, 

Fish Contest. A_ sporting goods 
store offered a gold badge to the local 
fisherman who landed the largest bass 
of the season. A _ t1oo-mile belt was 
named as territory to be fished in, and 
each contestant was required to register 
in advance. Fish were weighed at the 
store, and the badge transferred from 
time to time from the man who had 
caught the largest bass up-to-date to 
the man who had caught a larger. 

Essay Contest. A department store 
paid prizes to women for the best es- 
says on the topic “How the Douglass 
Dry Goods Company Came to Make 
Such a Success.” 

Hat Contest. Four worn hats were 
displayed in the window of a hatter in 
a small town, and prizes offered for 
correct naming of the persons who had 
worn them. 

Voting Contest. A ballot was given 
with every ten-cent purchase at a de- 
partment store, and the person receiv- 
ing the largest number of these by pop- 
ular vote was given a scholarship in a 
business college. 

A Grandma Contest. Ballots were 
distributed on the same plan, but were 
to be cast for the most popular grand- 
mother in town. 

Guessing Contest. Several hundred 
hats were displayed in a window, a 
photo of the window was published in 
the newspapers, and prizes were given 
for a correct count of the hats, This 
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plan was not objected to by the postal 
authorities. 

Embroidery Contest. 
a department for selling 
materials, a teacher of embroidering 
and needlework was engaged to give 
women free lessons. Then a competitive 
exhibit of pupils’ work was held, which 
naturally attracted wide attention. 
Prizes were given for the best work. 

Cinderella Conte:t. An exceptionally 
fine pair of slippers was ordered by a 
shoe firm, and offered free to the 
woman whose feet they fitted best, the 
operation of fitting to be public. The 
slippers were 1B. A window’ was 
dressed to represent the outer court of 
the castle where Cinderella of the nur- 
sery story attended the prince’s ball, 
and contestants came down into it over 
a wide staircase. Newspaper advertis- 
ing and local notices brought to the 
contest a very good class of women. 
Fit of the slippers was judged by an 
expert, and caused no dissatisfaction. 
This novelty naturally came in for wide 
newspaper notice. 

Poultry Show. To advertise a poul- 
try fond. that he makes and sells a 
druggist holds in his store every year 
a poultry show, in which his customers 
and others enter choice birds. Prizes 
take the form of merchandise. This 
brought so many people from the coun- 
try round about that in three years it 
— necessary to hold the show in a 
all. 

Newspaper Test Sale. Once each 
year a department store that uses many 
country weeklies in addition to the 
local daily papers, gives during a 
certain week ten per cent discount on 
all purchases made by persons who 
present a coupon cut from their cur- 
rent advertisement in a weekly paper. 
This is done as a means of checking 
returns from outside advertising. 

Getting a Piano Directory. Photo- 
bu'tons with pictures of each public 
school in a certain city were ordere« 
by a piano house. Then school children 
were notified that by calling Saturday 
at the piano store a button bearing a 
picture of the school attended could be 
secured. When youngsters called for 
the buttons they were required to give 
parents’ names and address, whether a 
piano was owned or not, its make, etc. 
The result was a complete piano direc- 
tory of the city for use by salesmen. 
Stenographers took the information. 

Baby Ring Distribution. A jeweler 
advertised that he would give free to 
every baby born during the year in a 
certain belt around his town a gold 
baby ring free of charge, the only con- 
dition being that the baby be brought 
to his store hv a grown person. Th's 
prevented children less than a year old 
coming alone, probably. A shoe mer- 
chant in another town gave a pair of 
shoes free to each baby born in the 
county during a certain month. 

a ee anal 

A BUSINESs man is one who carries 
goods from where they are plentiful to 
where they are needed. A clever ad 
calling attention thereto is a gilt-edged 
investment that seldom misses a divi- 
dend.—Robert Frothingham, 


To advertise 
fancy-work 


‘ 
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SOME ENGLISH SHIRT 
COPY. 


English magazines of the better 
class are now carrying some shirt 
advertising that clearly excels 
anything that has been done in 
the same line in this country, ‘The 


advertiser is Austin Reed, for 
twenty years a custom shirt- 
maker at 167 Fenchurch street, 


London, E. C. To attract mail- 
order business in the United 
Kingdom he is exploiting a ready- 
to-wear shirt called the ‘Stan- 
aust,” and his copy enters into 
some of the vital details of shirt- 
making that seem to have been 
overlooked by our large manu- 
facturers. The “Stanaust”’ claims 
five good points that are treated 
separately in magazine copy. The 
first is three sleeve lengths—2q, 
26 and 28 inches—and this length 
is stamped on the collar-band. 
The second is a neck-band cut a 
quarter-inch smaller than the col- 
lar to be worn. Point three is a 
flat cuff, cut so that the cuff rests 
flat on a desk in writing or a 
billiard table in recreation. Point 
four exploits three separate styles 
of shirt—full dress, a “bank” style 
for morning wear, and a “busi- 
ness” style with detached cuffs. 
The fifth point is quality, and in 
covering it Mr. Reed gives details 
of fabric and laundry work. 
The best thing in connection 
with this campaign is a booklet 
sent to inquirers. This piece of 
literature, printed by Spottis- 
woode & Co., Ltd., has been illus- 
trated with numerous photographs 
taken on a male model, showing 
each point of the ‘“Stanaust” in 


action, together with many ex- 
cellent detail views of the shirt 
itself. These tell an exceedingly 


attractive story in themselves. The 
text is exceptionally attractive, 
the idea kept prominently in mind 
by the writer being, evidently, 
that it is to be read by gentlemen, 
so that there is nothing in the 


way of appeal to the “bounder’s” 
desire for cheapness. These ex- 
cerpts show the style: o 


“Stanaust” Shirts are made at Lon- 
donderry, the center of the white shirt 
industry, where the highest grade ma- 
















terials and the most skillful labor is 
to be obtained. 

Irish dressing is admitted to be the 
best in the world, and the durability 
of a shirt depends very largely upon 
the way it is treated in the first dress- 
ing; so much so is this the case that 
many of the shirts made in London 
are sent to Derry to be dressed. 
Stanaust Shirts are dressed by hand, 
in a laundry recognized for its good 
work, 

Our experience gained by twenty 
years of special order shirt cutting; 
remember that ‘‘Stanaust’” Shirts have 
a wide sale, enabling us to handle 
them in big quantities and giving us 
the advantage of buying our materials 
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serving you once. through an adver- 
tisement. We believe in our article. 
We know a “Stanaust” Shirt will bear 
every fair test; but we are not in- 
fallible. If, therefore, from any cause, 
either in the goods or our service, you 
are not satisfied, we stand ready to 
hand you your money back. Put us to 
the test. 

The cover has a_ background 
made by photographing a piece of 
fine Irish linen, using it as a 
half-tone setting for a view of the 
model, who says “Let Me Tell 
You a Shirt Story.” The text 
takes a narrative form, and the 
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o 
ordinary ready-made shirt. {tin 
@ ceady-to-wear shirt that fits 
you better than many made-to- 
measure umpor- 
tant improvements, onginated by. 
ws, that make for real 
comfon and smart appear- 


ance in shirt wear. The 
“STANAUST™ has 





Sleeve, suiting your arm whether 
tall, medium, 








rane medium, 
or : arm “STANAUST ” 
BANQUET SHIRT is made w 3 quali- 
ties -—4/6, 6/-, and 7/6. The finer matenal 
and dressing in the 6/- and 7/6 qualines will 
saualy the molt exacting tafe. 
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at right prices, and I think you wilt 
see that there is some foundation for 
our claim that “Stanaust’’ means best 
for the money. 

We don’t believe in talking as though 
we were the cheapest people on earth, 
but here’s a simple fact. We cannot 
make to your order, here in London, 
a shirt for 6s. that will compare with 
the one we are ready to send from our 
stock, and deliver to your door, Car- 
riage paid, for 4s. 6d, 

We fill orders by post quickly and 
carefully. This department is under 
the management of one of our princi- 
pals. We treat your order with the same 
consideration that we should treat you 
if you paid us a personal visit. We 
realize that you put us on our mettle 
when you write us from your distant 
writing-table. We are both buyer and 
seller in choosing the goods we send 
you, and we know better than to abuse 
the confidence placed in us. It is 
essential to our success that you 
shoula be satisfied. We have no in- 
terest in selling you one shirt, or in 


five points of superiority are cov- 
ered in questions and answers. 





HINTS FOR SAVINGS DE- 
PARTMENT. 


A good conception of the busi- 
ness a bank makes a bid for 
when it advertises its savings de- 
partment was given in some sta- 
tistics of growth in savings at a 
recent bankers’ convention.  [I- 
linois had $22,000,000 in savings 
deposits in 1892, but in fourteen 
years this sum has grown to 
$178,000,000, an increase of over 
700 per cent. Chicago had $19.- 
000,000 fourteen years ago. Now 
it holds $154,000,000 for savings 
depositors. Betwen 1900 and 1905 
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the savings deposits of Wisconsin 
nearly doubled, rising from $10,- 
000,000 to $19,000,000. 

* * * 


The juvenile annex is one of 
the most profitable conveniences 
a savings bank can have, as well 
as one of the most attractive to 
advertise. Scmet.mes such a de- 
partment is advertised through 
the public schools, in co-operation 
with teachers, or again to the 
general public through an appeal 
to parents or the yourgstérs di- 


rect. Some of the building and 
loan associations have juvenile 
annexes. In New York State 
such an_ institution started a 


juvenile annex January 1, 1906, 
and in six months had 465 boys 
and girls as depositors, with a 
balance of $5,400. The largest 
account was $116.30, the smallest 
ten cents. Only fourteen with- 
drawals were made in six months 
—juvenile savings are stable. 
This institution says that a ju- 
venile annex works to best ad- 
vantage in villages and small 
towns. In large cities it has not 
proved’ profitable—too many 
counter attractions, 
* * * 


A bank in California, the First 
National of Napa, takes large 
newspaper space to reproduce 
documents that have bearing on 
the institution’s stability. For 
example, when $100,000 was de- 
posited with the United States 
Treasury, the assistant treasurer’s 
telegram of acknowledgement 
from New York was printed in 
Napa dailies. When the bank 
was made a government deposi- 
tory after the earthquake this fact 
was also given publicity, both as 
advertising and as news. The 
bank has also laid emphasis on its 
joint accounts in advertising—ac- 
counts made out to both husband 
and wife, so that either may draw, 
and the death of one does not tie 
up deposits in any way. This is 
a convenience of savings banks 
that the public is none too famil- 
iar with, and offsets the quite 
natural fear that many people 
have in opening an account—that 
restrictions as to withdrawals 
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may tie up their money in case of 
sickness, accident or death. 
* * * 

Little home savers are said to 
be excellent in opening new sav- 
ings accounts, but in many banks 
the metal boxes are returned in 
a year and the depositor gets 
along without them—he has 
learned to save systematically. 
Sometimes hundreds of these 
boxes will be seen stacked up 
after they have done their work. 
The Franklin Society;+New York, 
had a big pile of tim, and for 
many months they lay idle. Then, 
when interest was paid and de- 
positors were in a happy mood, 
slips were mailed announcing that 
one of the home savers would be 
presented to any depositor who 
brought in a new account of at 
least $10. Each bank so present- 
ed had a key, instead of being 
dependent‘on the society’s master 
key, and {could thus be emptied 
at home.’ Unon each was also 
affixed a nickel plate with the de- 
positor’s name neatly engraved. 
There was no other lettering of 
any kind. When depositors did 
not wish the bank themselves they 
often let it go to the new de- 
pos‘tor brought in. frequently a 
child. In a very short time after 
this announcement was sent out 
the home savers were cleaned up. 
and each brought a new account. 

—_——~~+oo—__—__——_. 


THE COLOR HABIT. 


One form of bait the newspaper 
and magazine publishers regard as 
their last resort. That is color. 
Arguments of circulation and 
quality may fail to move an ad- 
vertiser. The prosperity of the 
country generally, the building 
boom in a certa’n city, fall short 
of effect. All the legitimate rea- 
sons why a man should advertise 
strike on deaf ears. ‘‘Well, then,” 
the publisher finally says, “I'll 
print your advertisement in color, 
and no extra charge.” This sel- 
dom goes unheeded. 

* * * 

Color is a mighty good thing 
on a poster or street car card, 
for there the printing is good, 
the space large, and showing 








goods in natural colors something 
more than a pretence. But the 
color work of the best pr.nted 
newspaper is a delusion and 
snare, while in magazines not 
enough can be had altogether in 
a piece to make color effective. 
The large-paper monthlies and 
weeklies are perhaps an exception, 
and doubtless if an advertiser 
wants a mere poster on their 
covers, something to catch the 
retailer’s eye a moment and make 
him believe so many mill.on peo- 
ple are going to read this ad—if 
that is wanted, the purpose may 
be accomplished. But all the 
color ads and stiff lithographed 
inserts in a magazine get nothing 
more than the effect of being dif- 
ferent from the other ads. What 
is it that maketh the heart of an 
advertiser to glow when his ad 
appears with certain lines printed 
in red? He imagines that, ac- 
cording to an old tradition, a 
phrase in red stands out from 
black text and becomes more im- 
pressive—though in reality the 
black lines in a two-color adver- 
tisement are most likely to catch 
the eye. If he can introduce red 
words, he fancies he has made 
those words more convincing. 
And if he can just print part of 
the design of a necktie in a crude 
blue, at extra expense, he 
imagines that he is giving the il- 
lusion of the goods themselves, 
and moving readers to emotional 
admiration thereof. 

* * 

When a book publisher has a 
story, a collection of poems, a 
series of drawings that seem 
rather slight in themselves, yet 
which he hopes to sell, what does 
he do? Why, prints them in 
colors, pads them, makes them 
externally gaudy, and works them 


off thus on people who pick with For 


their eyes rather than their brains. 
Does the serious public buy them? 
Seldom—only the frivolous. When 
an advertiser yields to the color 
habit in a periodical medium, he 
is doing pretty much the same 
thing. He confesses lack of con- 
fidence either in his product or 
his argument. He has practically 
faltered at the attempt to set his 
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goods before the thinking reader 
who would understand a_ well 
told advertising story in black 
and white, and makes a bid for 
patronage of the superficial read- 
er who will be caught by pig- 
ments. When a publisher issues 
an announcement that he will 
give color printing free, is he not 
also confessing lack of confidence 
in his advertising space? Usually 
he is. The sound advertising me- 
dium is one that has circulation 
of such assured quantity and 
quality that a good advertising 
story, told anywhere in its pages 
in black and white, so it be told 
well, ought to pay. The sound 
advertising proposition is one 
that ought to gain by a quiet re- 
cital in a good periodical. When 
advertiser and publisher yield to 
the color habit, they are hunting 
extraneous methods of attract:ng 
attention, piling on the ornaments, 
loading themselves with gewgaws 
that really have nothing to do 
with the case they are advocating. 
If the ad or the medium won't 
pay without color, it is reasonably 
certain that it won’t pay with it. 
The color habit is a good one to 
break off. 








Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for eachinsertion $10.40a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
putd wholly in advance of first publication. 
Display tupe and cuts may be used without 
extra charge. but if a specified position is 
asked for an advertisement, and granted, 
double price will be demanded. 


WANTS. 


"HE circulation of the New York World 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


gy ot et TVPE—A Cyclopedia of Every- 

Information for the Non-Printer Adver- 

pl fan, get “typewise”: 64 np., 50c. poctnetd. 
ag’ts wanted. A.8. CARNELL, 160 Nassau St..N.Y 


A* AD-MAN, with ge experience, can 
produce the copy, handle mail-order, fol- 











and special work. Will accent responsi- 
bilities with a hustling concern, IDEAS, care of 
Printers’ Ink. 


ANTED—A oven are SOLICITOR for the 
NKW ENGLAND some one con 
nected with other ei Ae and can give part 
of A time working on commission. Address 
“NEW ENGLAND, ” care of P of Printers’ Ink. 


CIRCULATION MA MAN WANTED 


ive and well-established week- 


in subscription work and be able to plan and 
earry out active campaign. xceptional oppor- 
tunity for right mas. State experience and full 
particulars. Address 444, care of Printers’ Ink, 
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Wey afternoon paper in city of 50,009, 
an ambitious circulation manager who 
has ideas of hisown. No drones need apply, nor 
any one else who can’t refer to results pro- 
duced. Address “OHIO,” care of Printers’ Ink. 


V ANTED—To get in touch with small recog- 

nize i newspaper advertisin, arene, anx- 

ious to grow. Willing to buy such a business if 
of the right stripe and munned intelligently. 

WM. L. STEPHENS, Room No, 110 Feuna, Bldg., 

Wilmington, Del. 


RT{ST WANTED—«:xtraordinary opportu- 
nity for general all-around artist to take 
charge of Art Department in large, progressive 
newspaper and job office in beautiful city within 
300 miles of New York. Address, with full par- 
ticulars, “ARTIST,” care of Printers’ Ink. 


SITUATION WANTED—Manager or superin- 
tendent printing ss by experienced and 
successful man, now holding good position; 25 
years’ experience in all departments; full knowl- 
edge of allied trades; gilt edge references fur- 
nished. Address ‘'L. L.,’ care Printers’ In«. 


ANTED—An experienced and practical man 

to i 2 a job and newspaper plant, 

with a daily and weekly paper; doing an annual 
business of over $25,000. Desire party able to buy 
an interest and take full charge of the business. 
For particulars address *“‘L 23,’ care Printers’ Ink 


ANTED--Several four and eight page 
presses, Potter Angle Bar presses pre- 
ferred, capable of printing eight 12-em pica or 
seven 13},-em eee columns to a page, with ste- 
reotyping machinery. Address “\. M. D.,” care 
of Printers’ Ink. 


iubetoad ADVERTISER 





and mail-order dealer 
shouid read THE \\ ESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in america. Sample copy 
free. THE WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 
EWSPAPER_ REPORTERS--Bright young 
men who know what news is und how to 
wrire it, send for booklet No. 7 about positions 
FERNALD’S NEWSPAPER MEN’S EXCHANGE 
(estab. 1898), Springfield, Mass. 


OW ELT graduate wants position as writer or 
assistant manager. College man. Experi- 
enced in general mdse. Have done retail and 
magazine advertising. Reference: George H. 
Powell. Central or Southern States preferred. 
H. S. MacINTYRE, Lansing, Minnesota. 


ITY EDITOR—An afternoon daily in a small 
Southern city desires a capable city editor. 
Southern man preferred. Must be experienced 
man, able to furnish references. Good salary and 
permanent position for man of energy, sobriety 
and ability. Chance for promotion. Address 
HERALD PUBLISHING CO., Albany, Ga. 


ITUATION WANTED—CATALOGUE MAN, 

thorough, practical printer, familiar with all 
mechanical details of advertising. including en- 
graving, photographing, commercial art, etc.; 
over 20 years’ experience; now emproreds high 
est references; reasonable salary start. Ad- 
dress “CATALOGS,” care of Printers’ Ink. 


DVERTISING MAN wanted, thoroughly ac- 

quainted with the Southern States, to solicit 
for a new trade journal. Unusual opening. In- 
terest in business to right person, Must bea good 
dresser and not over 40. one need apply unless 
acquainted with the merchants of the Southern 
States. Address, with reference, W. L. TEI 
HUNF, 11 Columbia St., Boston. 


ALESMEN WANTED and Business Opportu- 
nities in every corner of the United States. 
Read the quaintly iliustrated Classified rages in 
EVERYBODY’S MAGAZINE—Americ”’s Great Clas- 
sified Medium—three million readers. 

Have You Something to Sell! Send for “How 
to Advertise in a Small Way Successfully” and 
other free booklets. THE RIDGWAY THAYER 
COMPANY, 31 E. 17th St., New York. 


ANTED—Clerks ana others with common 
school educations only, who wish to quai- 
ity for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus and 
endorsements from ieading concerns every- 
where. One graduate filis $8,000 place, another 
$5,000, and any number earn $1.500, The best 
clothing adwriser in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds oupey um 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert, 143 Metropolitan Annex. New York. 
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W E ARE seaiching for Salesmen, Executive: 
_ Clerical and Technical men to fill positions 
paying $1000-$5000, Write for booklet. HAu'- 
GOODS, 305 Broadway. N Y. 
\ 7ANTED—Man with mail-order experience; 
must be good correspondent. Young man 
with some knowledge of paint and varnish bus- 
iness preferred. Give experience in detail and 
state Salary expected. A very good opporrunity 
for right man. Write 9506 Hough Ave., Cleve- 
and, Ohio. 


Y YOUNG M:N AND WOMEN 

of ability wno seek positions as adwriters 
and av managers should use the ciassified cv!- 
umns of PRINTERS’ INK, the business journal for 
aave:tisers, puplished weekly at i0 Spruce Si., 
New York. Such advertizements will ve inserted 
at 20 cents per line, six words to the line. {’RINT- 
RRs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States 


Can You Use a Good 
Advertising Man? 


Not the “one and only,” perhaps, but— 
Aman thoroughly experienced— 


An originator of successful advertising 
and selling plans— 


A writer of ‘‘salesmanship”’ copy that will 
sell the things written about— 

A manager and an executive— 

Having awide and diversified fund of in- 
formation covering commodities, as well as 
accurate knowledge of details of all trades 
and professions associated with or pertain- 
ing to publicity— 

Aman who has sold and ean sell goods or 
Propositions at either short or long ‘‘range,” 
and who can— 

Take full charge of your advertising (and 
sales), and within one year show resultant 
— increases in output of your prod- 
ucts. 

Iam this man. 


Tam now earning over $5,000, but will work 
for considerably less until the man who 
pore the bills decides upon my actual value 

o him. 





If you are the head of a— 
LARGE MANUFACTURING CONCERN OR 
OTHER ENTERPRISE— 
LARGE ADVERTISING AGENCY, or— 
LARGE PUBLISHING, PRINTING Ok EN- 
GRAVING HOU 
and can consider using such a man as here 
indicated, I will be very glad to give you 
(confidentially) all desired information rela- 
tive to myself. 
Address ‘‘ MANAGER,” P. O. Lock Box 336, 
Chicago, Ill. 
ILLUSTRATORS AND ILLUSTRATIONS 
DVERTISING Cuts for Retailers; good; cheap. 
HARPER ILLUS, SYNDICATE, Columbus. O. 
—- lor 


PHOTO-ENGRAVING. 


HOTO-ENGRAVERS, Designers. price list and 
samples sent on request. SfANDARD EN- 
GRAVING, CO., New York. 


1,000 16-PAGE 
BOOKLETS 
For $25.00 


MORE BOOKLETS FOR MORE MONEY. 


Size to fit in 634 envelope. First-class 
printing and fine paper. Send for sam- 
ple. Address PRINTERS’ INK PRESS, 


45 Rose Street, New York, N. Y. 








oN =e 





MAIL ORDER. 


O. MEN—You want sellers that pull re- 

e orders; is no novel, useful, very profit- 
able. Flower Crystals, Ozone Powaer, Sachet IS 
IT. Get samples. UV. . UTE, 4 447 W. 125th St., N. Y. 


\ EXICO as a field for mi oor mail-order schemes is 
4 unequalled. The 1 uage is not such a 
barrier as sat hink. onan information trom 
EL COSMOPOLITA, 
Apartado 2172, Mexico City. 


UR METHOD OF DIRECT ADVERTISING 
pays best, because it reaches mail order buy- 
ers who can be reached in no other way. Our 
agents, located in every part of the United States 
and in Canada, place your Circulars or samples 
in everyvody’s hands by means of house-to-house 
distribution. We GUARANIKE first-class ser- 
vices, and our rates ae the — consistent 
with guod work. We mail 0} 
“DIs' tRIBUTENS" DIRECTORY - 
free to advertisers who desire to contract with 
agents or will contract with you direct, savin 
you time and trouble. Corres} ee ein solicite 
UNIVERSAL AD 
Drexel Ba Bank k Bldg., Chi Ghicago. 


PRINT! TERS. 
RINTERS. Write R. CARLETON, Omaha, 
Nev., for copyrissht lodge vut catalogue. 


FE print catalogues. vookiets. circulars. acv. 
matter—all kinds. \‘\ rite for prices. THE 
BLAIR PTG. Cv., 514 Main St.. Cincinnati. C. 


So 
MISCELLANEOUS. 

AVE YOU SOMETHING [O SELL! Advert'se 

in America’s Great Classified Medium— 

EVERYBODY’S MAGAZINE—three million readers. 

Send for “How to Mees in a Small Way 

Successfully” and other free booklets, TH 

RIDGWAY- THAYL COMPANY, 31 E. 17th St., 

New York. 


ADVERTISING MEDIA. 


a EVANGEL. 
Scranton. Pa 
Thirteenth year; 20c. agate line. 


ROY. Ohio, has 6,000 people; 4,000 more live 

on its six rural routes. The RECORD, only 

daily, reaches 7.000 of them. Minimum rate, 4c. 
inch, net, plates; typesetting, de. inch. 


OVER 25,000 LOYAL READERS 
of the U —* STATES REAL ESTATE JUUR- 
NAL have CasH and are just sim- 
ply waiting to buy your farm, 
ome, business, patent, mill. 
mine, oil, NEWSPAPER or other 
property at a fair price. STE- 
PHENS SPECIAL SERVICE analyzes, 
repares and places your deal 
before them right. Let's fit this 
service to your particular case 
ar day, and convince you of its 
ubtle power in producing satis- 
tavtory Taaiitta J. ALLEN STEPHENS, 
(inc.), Publisher, 40 Willard Bldg., Muncie, Ind. 











——_+o+—___ 
MAILING MACHINES. 
[HE DICK MATCHLESS Mans oR, , ehtewt and 


quickest. Price $12. F.. TINE, 
Mfr., 178 Vermont St., Butfalo. N Y. 
CARDS. 


JOST CARDS of eve very description are made by 

us. Wesbipto aif'p _— of the world. Par- 

ticulars on request. U, 8. SOUVENIR POST 
CARD CO., 1140 a, a. YT. 


—__+o+—___ 
POSTAGE STAMPS. 


USgsED Us. or Can.; ship ec. o.d. R. E.ORSER, 
Broker, 2404 Milwaukee Ave., Chicago, Ill. 


pustts “HERS and M MO. Dealers —Un —Unused eos 

gum) U. 8, stamps boug! per cen 
count check by Ceturnmadl CHAMBERS STAMP 
CO. 111 Nassau St.. New York. 


PATENTS, 


pa PATENTS that PROTECT 
Our 8 books for Inventors mailed - n reco 
of 6 cts. stamps. R. 8. & A. B. I 
Washington. 1). 0. Estab. 169. 
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DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


YG wanted to sell ad novelties, 25% com. 
& samples, !0c. J.C. KENYON. Uwego,N. Y. 


“RYSTAL Paper Weights w vith your advertise- 
/ met, $15 per 1. Catalog adv. novelties 
free. sT. LOUIS BUTTON CO.. St. Louis, Mo. 


OVELTIES WANTED—Can use 50,000 monthly 
good advertising novelties appealing to 
smokers. Not to cost over five cents, Send sam 
bles and quotations, “ PRiMIUM,” care of 
Printers’ Ink. 


7 RITE forsample and price new combination 

Kitchen Hook and Bill File. Keeps your ad 
before the ere and business man, THE 
WHITKHMAD & HOAG Cu., Newark, N. J. 
Branches in all ee cities 


ADDRESSING MAC. AND 
SIMILE TYPEW RITE ‘RS. 


UTO-ADDRESSEK—An office machine that 
F saves 9) r cent. Besides selling the 
“AUTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LeTTER and fill in the address 
so that it cannot be distinguished from the real. 
We hang wrapping, folding, sealing, mailing, etc. 


Ask u 
‘AUTO-ADDRESSER, 310 Broadway, N.Y. 








FAC: 


—__+or—___ 
ADDRESSES FOR SALE. 


ONT by cats. Use my new addresses. All 
So. Cal. $5 per M. EUGENE A. GRANT, 
Pasadena, Cal. 


NEw rural mail list, 1,200 names, for $5. 
Printed ready to paste. 
LOU 8S. Al. LARD, 
Shawnee, Oklahonia. 


] i FURNISH names only or clippings of entire 
advs. of firms advertising in Canadian pa- 
pers. Any line of trade. State requirements 


and I will quote you. 
RITTENHOUSE, 
70 Pearl St., Toronto, Canada. 


ADDRESSING MACHINES. 


DDKESS!NG MACHINES—No type used in 
4 the Wallace stenci) aaaressing machine. A 
card index system of addressing used by the 
largest publishers througboutthe country Serd 
for circulars We do addressing at low rates. 
WALLACE & CO.. 29 Murray St., New York, 
401 Pontiac Blis.. 358 Dearborn St.. Uhicago. Ill, 

SUPPLIES. 

Nore HEADINGS of Bond Paper, 54x8% 
a inches, with Sr er (aid p). 100 tor 6ac.; 
250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 
$4.50: 5,000 for $11.00. Send for sampies MERIT 
PRESS. Betalehem, Pa. 


V 7 D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, se il more m°e: 
sung cut inks than any other ink house in the 
trade. 
Special prices to cash buyers. 


ERNARD’S Cold Water Paste now used ex- 
clusively by publishers. clipping bureaus, 
bill sters, cigar makers. trunk factories — 
ste users who have tried it. Sample free. 
NARD'S PASTE DEPT., Tribune Bldg., C Ray 
———_.———— 








ADVERTISING AGENCIES. 


A. O’GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


M“\NHE IRELAND ADVERTISING AGENCY, 
Write for Different Kind Advertising Service. 
925 Chestnut Street, PhilaaelpLia. 


TONEER ADVERTISING CO., Honolulu—Cos- 

n:opolitan population makes our six years, 

experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


A LBERT FRANK & CU., 25 Broad Street. N. Y. 
General Advertising Agents. KEstablished 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 
ARNHART AND SWASEY, Oakland, Cal.— 
Largest ageony west of Chicago; employ 60 
people; save aavertisers by aavising g judiciousiy 
newspapers, billpoards, walls. cars, distributing, 
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ADVERTISEMENT CONSTRUCTORS. 
MAKE Circulars, Folders. Price-Lists, Cata- 
jJogues, Trade Primers, Circular Letters, An- 
nouncements. Mailing Cards, Booklets, Notices, 
Newspaper, l’eriodical and Trade Journal A tver- 
tisements, etc., etc.—all of these with “peculiari- 
ties” of their own. 
It will cost you nothing, and commit you to 
nothing. should you write and ask that I send 
you — of these “doings” of mine, but a 


Roe FieANCIS L TWA ULE, 402 Sansom St., Phila, 
FIRST Fling at the Publisher 
by “HIMSELF.”’ 


Oh, Publisher. when will you profit by the 
knowledge that copy, not space only, sells goods? 
The way to sell more space is to make your 
medium a better puller, and the way to do that 
is to fill it up with the most effective advertising 
copy that can written. Second-rate copy de 
— a first-class medium into a second-class 
usine: etier. 

When your advertisers need oe direct them 
to The Fett ter Shop, conauctea by Frankiyn 
Hobbs “Himself,” and his Kight Able Aids, the 
corporation which has grown oo preparing 
ee: Copy of the Higher Ord 

THE LER SH HOP, 1200 to 1295 , Build- 
ing, 324 poe wh Street. Chicago, U.S. A. 

—___+o+—__—_- 


PUBLISHING ot; ae OPPORTUNI- 


“HOW 


To Get Into the Specialized 
Publishing Business” is 
the title of a booklet which 
does just what its name im- 
plies. I shall be pleased to 
send a copy to persons who 
are disposed to enter the 
publishing business. I han- 
dle a large portion of all 
specialized journals chang- 
ing hands, and am in posi- 
tion to aid those who con- 
sult my office. May I have 
a letter or a call from you? 


EMERSON P. HARRIS, 
Broker in Publishing Business, 
253 Broadway, New York. 


o> 
CLASS PUBLICATIONS. 
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20,000 Buyers 
of ($1,025.000,000 annually) 
Hardware, Housefurnishing 
Goods. ete. 


Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write tor rates. Speci- 
men Cupy mailed on re- 

quest. 





258 Brondway. N.Y. 
deoeere remain cas: oan Seemeneenm nn em 











STREET CAR ADVERTISING. 





TIN BOXES. 


) you have an attractive, handy package you 
will sell more gy and get better prices tor 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, ana prererve the 
contents. You can buy in one-half eross lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascarets, Huvlers. Vase- 
line, Sanitol. Dr. Charies lesb Food. New-Skin, 
ana, in fact. for most of the ; Runs. »” Rut we 
pay just as muchattention to tne “little fellows.” 
Better send for our new illustrated catal It 


contains iots of valuable information. and ic 
free. gs STOPPER COMPANY. 1) 
Verona Street, The largest 


rookiyn. N. Y. 
maker of TIN BOXES outside the Trust. 
——_ ++ —_—_ 


FOR SALE. 


OR SALE—I. C. # comenete, advertising course 
in two bound volumes; latest edition; $10. 
0. C. DELONG, Oneonta, N. ¥. 


AL used but ie Wuson aud Harness, cust $500 
sed but little; fine ‘on medicine business. 
For vale at a CHAS. BERNARD, 


Tribune Bidg., Chicago. 


ExTee BOOK and PAMPHLET FOLDER 

for Sale; 32x46, with Automatic Feeder. 

First-class condition a a bargain. Address 
“L5,” care Printers’ Ink 


ig pat de FOUNDRY for Sale. Hoe’s 


and all macaines of same grade. an 
Complete and little used. Write for Inventory. 
ELECTKOTY PE Cu., Norwalk, Ohio 


oe SALE—Complete newspaper and job plant 
in excellent ue. publishiug daily 1.600 
circulation, weekly 2, growing city of 12, ye 
population: doi: between 92.500 and $3,000 of 
business per mon’ 
splendid field to anerer. For particulars, 7 
and terms, write C. A. McCOY, Lake Charles, La 





—__+o>—_—__———_— 
REAL ESTATE. 


RAE AND OTHER BUSINESS OPPORTU- 
NITIES in every corner of the United States, 

Cuba, Mexico and 7 ee 5 the quaintly 
llustrated Classifie EVERYBODY'S 
MAGAZINE—America’s Great ¢ Classified Medium— 
chree million resders. 

Have You Something to | ag ® Ln for “How 

oAdvertise in a Smail W. ssfully” and 
other free booklets. THE InGWaT-T AYER 
COMPANY, 31 E. 17th 8t., New York. 





CARD INDEX SUPPLIES. 


cers CARD INDEX QUEST QUESTION will be quickly 
and easily settied by es, catalogue and 
vas om the manufac i means us. 
NDARD INDEX ‘CARD _—" 
Rittenhoure Bldg.. Phila. 


PREMI — 


T HOUSANDS of 
for publishers and rer nd ey the spoemness 


ttahl, 





makers and wholesrle dealers in jewelry a 
kindred lines. 500- list eiged Iifartraced 
catalogue. (@@) Greatest byt f its kind. 


Published annually, 34th issue n le Se ; free. 
8. F. MYERS CO., 47w. and 49 Maiden lane, N.Y. 
—————+~>—__—_—_—_ 
PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York cuz. 

Coated papers a speciaity. Diamond Perfect 
White for high-grace catalogues. 


FOR SALE OR EXCHANGE. 


47 DESIRABLE building I lots in South Savan- 
nah, Ga, Excelient opportunity for colony 
, fc Sree icardeners; will sell reasonable or ex- 

ge for anvthin > al value. CHAS, 
BERSARD. Tribune Bldg., C “Chicago. 

















HALF-TONES. 


ae copper half-tones, |-col.. $1: longer 
Oc. per in. THE YOUNGSTOWN ARC E 
GRAVING CO., Youngstown. Obio, 


evergres HALF- [aoe 
2x3, 7 3x4, $1 ; 4x5, $1.6 
Dehvered witen cash iScaae the order. 
Send for sam 
KNOXVILLE FANGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 square 

inches or smaller, delivered prepaid, 7ic.; 
6 or more. 5c. each, Cash with order. All 
newspaper screens. Service day and nigbt. 
Write for circulars. Keferences furnishea, 
Newspaper Peer: engraver. ?. O. Box $15. 
Philade phia, ha 


a 
COIN MAILER, 


] 000 for $3. 10.000. $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la. 


COIN CA RDS. 





$3 PER 1,000. Les: s for. ‘more; any printing. 
THE COIN W RAPPER Cv.,. Detroit, Mich. 
— +o) 





We Will Tell You How to 
Advertise Any Busi- 
ness the Best Way. 


We can prove to you, no matter what 
line of business you are in that 


THE BELDEN 


TELEPHONE PAD 
will produce better results than any 
other form of advertising— Newspapers, 
Posting, Circulars, Letters, or anything 
else. 

There is a right way touse the Pad. 
Weknowthe way. It helped tomake the 
Chicago Daily News, Chicago's greatest 
want ad paper. It helped put the St. 
Paul Dispatch way in the lead in St. 
Paul. Dozens of testimonials as to the 
value of the Pad. Used on the home and 
office phone—that’s the point. Different 
styles for different phones. 

We give exclusive use under certain 
conditions, 

Specially interesting proposition to 
Real Estate Dealers, Coal Dealers, 
Bankers, Gas Oompanies, Grocers, News- 


papers, etc. 
Write NOW. 
BELDEN MFG. CO. 
198 Michigan St., Chicago 


Single Pads (like cut) on sale and ex- 
pressed to any one for 50c, 
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AMONG WOMEN’S 
PAPERS 





There is no better advertising 
medium than 


The Modern 
Priscilla 


The subscribers to 
Tue Prisci_va are in- 
terested in the pub- 
lication in a peculiar 
way, making them 
particularly respon- 
Sive. 





More than 150,000 copies every 
issue; Over 500,000 readers—all 
the best class of women buyers. 








RATE: 
70 cents a line. Page (672 lines) $400 


Half and quarter pages pro rata. 








**The Priscilla is a wonder- 
ful business puller.’’ 





“FACTS FOR ADVERTISERS” and a 
copy of THE PRISCILLA will 
be mailed to any address 
on request. 


A. J. CROCKETT, Adv. Mgr. 
221 Columbus Avenue, 
Boston, Mass. 

Chicago Representative, 

W. T. DIEHL, 112 Dearborn St. 
New York Representative, 

L. B. BROMFIELD, 5 Beekman St. 
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ADVERTISING 


For Retail Furniture 
And Carpet Dealers. 


The man whose advertising during 

oo ast ten years has made the 3. 

an Sciver Co.,of Camden, N. J., 
he largest retail’ home decorative 
house in the world, has formulated 
a system of advertising through 
which large profits to the Furniture 
and Carpet Dealer can be secured 
by a small investment. 

“Experts concede that the furniture ad- 
verusements of the . Van Sciver Co., 
prepared by A. 8. Wheeler, are not only 
unique in every detail, but superior to any 
Tame advertising in this country.”— 

Tame. 

“The work of Al. Wheeler’s pen and mind, 
so intelligently and tastefully portrayed in 
public print in his ten years’ connection 
with the Van Sciver Company, is in no small 
way responsible for the existence of that 
big concern. In fact, the past ten years 
have been the most successful ones in the 
twenty-four of its existence, which speaks 
eloquently of the man ‘behind the pen’ and 
his ability as an advertising manager.”— 
American Advertiser. 

Write Pomgene A for full particulars. 
Get ready now for early Fall trade. 
Secure the privilege for your town 
or city. No charge to tell you all 
about the “system” if you’re a Fur- 
niture or Carpet Dealer. 


A. S. WHEELER, 
628 Chestnut St., Phila., Pa. 











Trade Mark 


Within the Past 
Year We 
Have Supplied , ~ Registered 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D.C., With Over 


100,000 


POUNDS CF 


MONOTYPE METAL 


WITHOUT A SINGLE COMPLAINT. 





Has a record like this ever been surpassed 

in the manufacture of Printers’ Metals ! 

make a specialty of the manufacture 

of Metals for Printers—Monotype. Linotype, 

Stereotype, Electrotype, Autoplate, (‘om- 
positype. 


MERCHANT & EVANS CO. 


Successors to 


MERCHANT & CO., Inc. 


SMELTERS, REFINERS, 
PHILADELPHIA. 
New York Chicago Baltimore 
Brooklyn Kansas City Denver 














“AS IN THE PAST” 








We have bought ink of you for a good many years, giving you a little 
order when you first commenced business, and your goods have always 


been entirely satisfactory. 


You will have our orders so long as you 


treat us as in the past.—Courier, Conneautville, Pa. 


Try me on a sample order, even if it is for a quarter pound, 
and if you do not find my inks as represented, your money 


will be refunded and no questions asked. 
in the business is to get the first order. 


My hardest task 
After that the 


road is smooth, as my customers know they will be taken 
care of and get full value for their money. My sample 
book, containing one hundred and twenty-five specimens 
of my best selling inks, can be had for the asking. Special 


shades or grades made up at short notice. 


Address 


PRINTERS INK JONSON 


‘47 Spruce St., New York 


























BY GEORGE ETHRIDGE, 


CRITICISM OF COMMERCIAL ART 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGES 








33 UNION SQUARE.N.Y. 


MATTER SENT TO MR. ETHRIDGE. 





The illustration of the adver- 
tisement marked No. 1 looks very 
much as if it were originally in- 
tended to portray a thrilling scene 
in a magazine story wherein eager 
Willie, whose specialty is being 
on the spot, arrives just in time 
to put out a fire and save a $5,- 
000,000 plant for a hitherto un- 
appreciative employer. On the 
contrary, however, it is expected 
to advertise a watchman’s clock, 
which in this picture 1s relegated 
to a position which makes it all 


SAVE MONEY! 
CET SECURITY! HOW | 


Holtzer Watchman’s Clock 

















eee Kk 
Many a watchman has canght a his 
rounds ringing in on a Holtzer Watchman’s Clock. 


lt Reduces Your; It May Save 
Insurance Rate | Your Factory 








Donot wait until the fire catches you but write us to-day. 
Let us tell you all about it. Ask for bulletin No, 1152. 


Holtzer-Cabot Electric C 


ompany 
New York 396 Dearborn &t.,Chicego Brookline, Mase. 


NO.I. 


but invisible. The illustration 
marked No. 2 is in line with the 
requirements of the case from an 
advertising viewpoint. 

x + * 

Here are two bark advertise- 
ments which appear in the same 
magazine—one of the most ex- 
pensive magazines in the country. 
The advertisement of the Owens- 
boro Savings Bank and Trust 
Company occupied only half as 
much space as that, of the Cleve- 




















J 


land Trust Company and is a 
good many times less useful. The 
smaller the advertisement the 
clearer, cleaner, and plainer it 


HOLTZER’S 
CLOCK 
pf VS 











should be, but this Owensboro 
advertisement is tied up and 
tangled up in a most distressing 
way. The Cleveland Trust Com- 

















aS 5, INTERESTIBYA 
AND BE 
SAN EARN OR a 


CAPITAL avo SURPLUS OF 
240-THOUSAND DOLLARS 


IF DEPOSITED WITH 


OWENSBORO SAVINGS 
ULE RL TART 


CSTABLISNHEO lay) 





OUR MAIL CERTIFICATES OF DEPOSIT afrono 
THE SAFEST ANO MOST CONVENIENT 


PLAN OF BANKING BY MAIL 
SEND FOR BOOKLET” E ” 


VAIASSETS OVER OWE MILLION DOLLARS kya 








pany advertisement is nothing so 
very remarkable, but it certainly 
stands out by comparison. It is 
too bad to spend several dollars 
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a line for space and then use it 
as the Owensboro Savings Bank 
has. It would have been possible 





BANKING BY MAIL 


A savings account at 
this bank provides a 
conservative investment 
for funds of every de- 
scription, assuring a fair 
income and absolute 
safety of the principal 


CLEVELAND BANKS PAY 4 PER CENT 
INTEREST ON SAVINGS 















TWENTY-EIGHT MILLION DOLLARS ASSETS 
55000 INDIVIDUAL DEPOSITORS. 


CheCleveland Gust Company 


——— (SAVINGS BANK) == 
CLEVELAND«s « « OHIO 


in the same space to have pro- 
duced a striking, interesting and 


result-pulling advertisement. 
* * * 















ROGERS 


Three views showing people at 
STAINFL 


NeLOne 


FOR FLOORS 
FURNITURE AND WOODWORK 


TO SATISFY YOU | 
that Rogers Stainfloor 
Finish is not only the best 
Floor Finish made, but 
also the best general fin- 
ish for Furniture and all 
Interior ‘Woodwork, we 
will send you prepaid, on 
receipt of 25c., a good 
Brush and a Sample Can 
of ‘Stainfloor Finish, 
enough to cover 20 square 
feet,. two coats. Mention 
color wanted: Light. Oak, 
Dark - Oak, - Mahogany, 
Walnut, Cherry, Mala- 
chite Green or Transpar- 
ent. Stamps accepted. 
Our booklet, “Care of 
Floors,” mailed FREE, 
Detroit White Lead Works, 
Dept. T, Detroit, Mich. 














work, one picture of the article 
advertised and the utensil to ap- 
ply it with, a full-sized trademark 
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and lots of room left over for copy 
is certainly a heavy job for a 
hot day. It is accomplished, how- 
ever, in this Stainfloor advertise- 
ment, and if anybody says that the 
pictures are so small that they 
might as well not be there, the 
answer is, “What do you ex- 
pect?” People who make paints 
and varnishes are never happy 
unless they can have pictures of 
people on their knees swinging a 
brush, and perhaps that is all 
well enough when you have suffi- 
cient space for them to swing it 
in. . 

* * * 


The accompanying reproduction 
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And the Press of the country stands back 
of GUNTER'S, supporting as in our own 
belief in its merits:— 


ts readers good 
Times. Democrat. 
‘T~ Full of fiction, mumor, essay and poetry. the chief mission of which ip 
to entertain.” —New York Herald, 
‘T~A magazine devoted to entertaining fiction.”—Mineapolis Journal 
{To people who are tired of reading a great amount of unromantie 
fichon GUNTER'S MAGAZINE ts a relreshing relief, 
stories are the kind that completely take possession of the reader ”* 
—Chester Pd, Times, 
{T~CUNTER'S occupies an interesting field. It ts fast making headway” 
—Readng Po., Telegram 
T= One need go no further than the first story in GUNTER'S to seo 
that the magazine 3 well worth its price."—Moble. Ala... Register. 
{1 ~ (a the way of stones CUNTER'S leads ail other monthiles.”* 
—New York Telegram, 


I“GUNTER'S ts a periodical of fiction that gives 
measure.” —New Orteans 














is from a full magazine page ad- 
vertisement, five and a half by 
eight, of Gunter’s Magazine. In 
any size, large or small, it is 
worthy of careful study and an 
example worth preserving. It 
shows what can be done in the 
production of a really beautiful, 
splendidly balanced and striking 
advertisement with very simple 
material. If there were more de- 
tail in the illustration the adver- 
tisement would have been spoiled, 
and the same would be true if 
there were less black in it, or if 
the border were heavy, or if the 
type display were stronger. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circuiars, and any other suggestions for bettering this department. 








St. KeEverne, Tate Road, 
Sutton, England. 
Editor of PRINTERS’ INK: 

So great is the demand for Print- 
Eks’ INK at our offices that my pat.ence 
in waiting for my turn has burst its 
bounds. and I enclose $1 to pay for 
six months’ direct subscription—or, 
anyway, as far as the dollar will go, 
as | am not quite certain about your 
foreign rates. 

I would thank you very much indeed 
if you would send me a:ong any back 
numbers of PRINTERS’ INK containing 
important articles on Insurance Adver- 
tising, or examples of first-class In- 
surance ads. I will remit for same 
on receipt, 

And may I trouble you further to 
be good enough to criticise the enclose« 
ads in Printers’ INK? All those on 
the programme are mine. I shall 
value any remarks you can make, 

With best respects, I remain, 

Yours very truly, 
Puitip G. A. SMITH. 





The programme consists of 
four pages, printed in two colors 
on heavy stock—the programme 
part occupying a panel of each 
page, in red, with the ads around 
it in black. Altogether, there 
are 21 different ads, and, be it said 
to Mr. Smith’s credit, they are 
different, so different as hardly to 
be recognized as the work of the 
same man. The typography is 
quite as varied as the text and 
the general effect is decidedly 
good. Here are two of them to 
show the lively tone of all: 





ADVERTISEMENT OF THE AD- 
VERTISEMENTS’ STALL. 
Ingenious Novelties and Dainty 
Samples from the Foremost Advertisers, 
many of the Articles being unobtain- 

able outside the Fair. ; 
Being conducted by the wives of 
Justices Romer, Bingham, and Far- 
well, and sister of the Lord Chief 
Justice, this is 
THE ONLY LEGAL STALL IN TH} 
FAIR AND FETE! 





Tobacco was introduced into England 
by Sir Walter Raleigh in Queen 
Elizabeth’s Reign. 

RALLY ROUND THE STALL WE 
OWE TO RALEIGH. 

It’s something to say, when you pass 
your friend your Cigar Case, Cigarettes, 
‘or Tobacco Jar, that the smoke _ he’s 
going to enjoy so much was bought of 


Miss Ellen Terry, Lady Burnand, Mrs, 
Arthur Bourchier, Miss Marie Stud- 
holme, Miss Maud Wynter, Miss Maud 


Cressall, Miss Lena Ashwell, Miss 
Ellaline Terriss, Mr. Cyril Maude, Miss 
Adrienne  Augarde, Miss Dagmar 


Wiehe, Miss May de Sousa; and what 
is more, many of the Stall-holders and 
Assistants have very kindly promised 
to sell their own autographed portraits. 
The Tobacco Stall, ‘Cheapside,’ 
MISS ELLEN TERRY & CO., 
Stall-holders. 





Mr, Smith also sends two ex- 
cellent ads prepared by him for 
Cassell‘s Popular Sciencé, one ot 
which is here reprinted, without 
the illustration: 





Nature is a storehouse of marvels 
and mysteries far more fascinating, far 
more enlightening, than any story ever 
penned. In Cassell’s Popular Science, 
science is popularized—confusing tech- 
nical terms give place to simple explan- 
ations, and the cream of al! that is 
richest in interest in the wor!d ot 
science is presented in a style easy of 
comprehension. Innumerable Colored 
Plates and Illustrations, 

Part 1 now ready, price 7d. net.— 
To be completed in 18 Fortnightly 
Parts.—Of all Booksellers and Book- 
stalls. Send for Prospectus to Cassell 
& Co., Ltd., La Belle Sauvage, London. 








Good News for Depositors. From the 
Bangor (Me.) Daily Commercial. 





f On and after July 1, 
1906, the Standard Terms of 
the Merrill Trust Co. for 
receiving deposits will be 
made even more liberal than 
heretofore, and Interest at 
the rate of 2% per cent per 
annum will be allowed on 
deposits subject to check. 

The steady and_ rapid 
growth of the Merrill Trust 
Co. has undoubtedly been 
due to the uniformly favor- 
able terms offered to its cus- 
tomers ever since its foun- 
dation, and now that con- 
ditions justify an increase 
in its Interest Rate, New 
Accounts will be welcomed, 
and the generous terms will 
be extended to all accounts 
—new and old—alike. 
MERRILL TRUST _ CO., 

Bangor, Maine. 

The First Trust Company 
in Maine outside of the City 
of Portland to have $200,000 
capital stock. 





—_ 

















Men Want. 
Shoulders that No Man 
Duplicated in a Coat. 

Angeles (Cal.) Express, 
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“Bottle Shou'ders’’ Seem to Suggest 
the Kind of Shoulders that Most 
Still Some Bottles Have 
Would Want 
From the Los 





A Macaroni Ad, from the Kansas 
Journal, 


————., 


Bottle Shoulders 
Are Permanent. 


They are put in “for 
keeps.”” The coat that has 
them never looks common- 
place. 

We’ve seen—so have you 
—suits, after a week or two 
of wear, that had lost every 
suggestion of style they ever 
possessed, 

You don’t have to wear 
that sort. 

Wear a “Ready-and-Right” 
and you will be well dressed 
as long as you wear it. 

There are some mighty at- 
tractive summer novelties in 
blues and grays here—just 
waiting for you. They feat- 
ure “bottle” shoulders, and 
trousers with ‘“‘sailor’’ waist 
and “peg” legs. 

Prices commence at fifteen, 


F. B. SILVERWOOD, 


221 South Spring Street, 
Broadway and Sixth Street, 


Los Angeles, Cal. 











| The Proper Food 
for Hot Weather. 


Something simple — easily 
prepared and easily digested. 
The Macaroni imported by 
the Italy Dairy Company 
fills all of these require- 
ments, it is made from a 
superior grade of wheat, ot 
an especially hard, white 
variety, very nutritious. 
Samples of the kernels are 
inclosed in every package. 

On reaching America all 
the Macaroni is repacked by 
the Italy Dairy Company in 
moisture-proof packages—the 
result being that only the 
purest and pest Macaroni is 
offered for sale. 

It can be cooked in count- 
less ways and makes _alto- 
gether a most appetizing and 
healthful dish. 

If not at your grocers, 
*phone 
ITALY DAIRY COMPANY, 

4th and Holmes Streets, 

Kansas City, Mo. 
See that the name “Itali 

Deiri Kompani’’ is on 








every package. 








Good Telephone Talk from the Chicago 
Daily News. 


A Telephone | 
Vacation. 


You can’t measure the 
value of a Telephone—that 
is, its real value—except by 
what it will get you. 

The Chicago Telephone 
Company enables you to take 
a vacation and attend to 
business at the same time. 

You can go anywhere near 
Chicago—as far north as 
Lake Geneva, or south to 
Cedar Lake—and a small toll 
will put you in touch with 
your office at any time. 

This means you can save 
time and railroad fare, when 
sailing is good or fish are 
biting, and without neglect- 
ing your business in the 
least. 

The energy you will ac- 
cumulate in this way wil 
stand you in good stead 
when the weather is too cold 
for outdoor sports and busi- 
ness is so strenuous you have 
to attend to it on the spot. 


CHICAGO TELEPHONE 
OMPANY, 
203 Washington St., 
Chicago, IIl. 














Altogether too Aggress.ve and Familiar, 
and Not at All Likely to Create a 
Favorable Impression. It’s All Right 
to Break Away from the Conven- 
tional, but Not Wise to Adopt a 
“Flip’ Style that Cannot be Used 
Without Offense in Conversation. 
oo the Tri-State Alliance, Pioneer, 

110. 


wre Here, You! 


You’re not going to let 
another haying season come 
on before gettng a new 
bunch of hay racks, are you? 
What the dickens is the use 
of monkeying with such rick- 
ety old racks as those of 
yours? You know they’re 
“all shot to pieces,” and 
you'll waste more t'me tink. 
ering with them than _ the 
blame things are worth. 
Come now! Don’t put it off 
any longer, but stop in the 
next time you’re in town 
and let us show you our 
racks, or some of the nice 
material we have expressly 
for hay racks, and in any- 
thing else you may happen 
to want in Lumber. Remerr- 
ber, you can do no better 
than here, 


SIBLEY & ENNIS, 
Pioneer, Ohio. 























“THe Bee.” 
DANVILLE, Virginia. 
Editor Ready Made Department: 


What do you think of the wording 
of this fu.l-page ad of the Stieff Piano? 
Yours, H. B. Trunop te. 





I think its about time some ad- 
vertisers stopped trying to make 
each thing sold appear to be the 
best. It 1s certainly very stupid or 
very careless to claim first that the 
Stiefl piano is the “finest pro- 
duced in the world,” and then, in 
the next line, to deny that asser- 
tion by claiming that the Shaw is 
“superior to any piano,’ which, 
of course, includes the Stieff. 


Very likely it was intended to 
qualify the latter statement by 
saying “at its price,’ for the line 
immediately following, ‘sold by 


most dealers as their best,” seems 
to indicate that the Shaw is not 
regarded by this advertiser as the 
best, though he has just so de- 
clared it. These contradictory 
statements, as reprinted below, 
occupied a full page, in two 
colors, in Everything, a semi- 
monthly published at Greensboro, 
5) ae OF 





STIEFF AND SHAW 
Are the only. artistic pianos. 


Sold direct to the home by their 
maker, 
The Stieff is the finest piano pro- 


duced in the world, 

The Shaw piano is superior to any 
Piano. 

Sold by most dealers as their best. 

You know a retail dealer has no 
interest in your musical education, The 
only tone he knows about a piano is 
the ring of the almighty dollar that 
comes to him in the se!ling. The 
cheaper the piano the bigger his profits, 


Skip all risks of getting a cheap 
piano by writing Stieff. 
CHAS M. STIEFF, 


Manufacturer of the Piano ‘With the 
Sweet Tone, 
5, W. Trade St., Charlotte, N. C. 


A Good Thing for Stationers to Push, 
from the Bangor (Me.) Daily Com- 
mercial, 


Road Books 


telling all about the highways and 
byways of Maine are indispensa- 
ble to the automobilist or the man 
who is going to take a jaunt by 
carriage. We have the books—at 
soc. and $1.00, 
E. F. DILLINGHAM, 
13 Hammond St., 

Bangor, Me. 
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Current 


phia Bulletin, 





Events Can Often be Used 
to Advantage as Texts for Ads, 
in This Example from the Philadel- 











Congressman 
Mann’s Exposure 


of the frauds practised in 
the manufacturing of Black 
Pepper is very interesting— 
but in order to be entirely 
fair he should also have an- 
nounced in Congress that 
twenty-four years ago Finley 
Acker Co., of Phitadelphia, 
introduced their Guarantee 
Brand Pure Spices, which are 
guaranteed under a forfeit- 
ure of $1,000 to be abso- 
lutely pure and genuine— 
and that they are as pure 
to-day as when first intro- 
duced. 

His exposure of the palm. 
ing off of Cottonseed O11 
for Olive Oil at a celebrated 
club was also interesting 
reading—but to avoid a mis- 
apprehension he could have 
added that a $1,000 Guar- 
antee is offered by Finley 
Acker Co. upon the genuine- 
ness and purity of their Le 
Chevalier Olive Oil—and 
that this brand of Olive Oil 
has always been pronounced 





absolutely pure whenever 
analyzed. 
FINLEY ACKER CO., 


Philadelphia, Pa. 








Another from the Philadelphia Bulletin. 





| Cool Drinks for 
| Hot Weather. 


From present indications, 
the summer will be long and 
hot, 

Past experience suggests 
the wisdom of providing our- 
selves with some antidote to 
d'scomfort—some cool, deli- 
cious drink for the broiling 
hot afternoons and_ the 
stifling evenings. 

Formosa Tea at soc. a lb, 

Bungaloe Tea at 35c. a lb. 
make iced Tea of surpassing 
excellence. Other hot- 
weather comforts are Home 
Brew Ginger Ale, Sarsapa- 
rilla and Rootbeer. 

$1 per dozen bottles, with 
a rebate of rsc. for return 
of the bottles, 


MITCHELL, FLETCHER 
& COMPANY. 
Grocers, 


12th and Chestnut Streets, 
Philadelphia, Pa, 
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Danbury (Conn.) 
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Good Credit Argument 


News. 


Gest, 


Lacking the confidence one 
man has in another, business 
would be paralyzed. 

Confidence is simply an- 
other name for credit. 

While there m.ght be an 
occasional ripple on the full 
stream of its prosperity, we 
have confidence in Danbury. 

We have confidence in the 
people of Danbury, born of 
intimate association with 
them for seventeen years. 

Because of this confidence 
we are willing to beautify 
the homes of Danbury. on 
credit. 

We have done it for a 
large number and we believe 
if the fairness of our meth- 
ods was generally understood 
there would be a great many 
more to take advantage of 
them. Briefly our scheme is 
“a square deal,’’ Prices in 
plain figures. Goods sold 
for just exactly what they 
dissatisfaction ad- 





are, All 

justed promptly and_pleas- 
antly. 

Our large building is 


chock full of housefurnish- 
ing goodness. 

If at all interested it will 
pay you to call. You may 
shop as long as you like here 
and feel under no constraint 
to buy. 


REYNOLDS & Mc- 
CHESNEY, 
Leading Installment House- 
furnishers, 


Danbury, Conn. 
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Shoe Repairers Seldom Advertise, and 
Still More Seldom as Well as This. 
From the Bangor (Me.) Daily Com- 
mercial. 





Sewed In a Hurry 


—but sewed to “hang on’ 
till the shoe wears completely 
out. That’s the kind of 


work we do on taps with our 
wonderful new Fleming Sew- 
ing Machine. It means best 
work on your shoes, at less 
cost than you’ve ever pai 
before. Rubber heels and 
sewed taps on men’s shoes, 
$1. Same on ladies’ shoes, 
8sc. How’s that for Low? 


PALMER SHOE REPAIR- 
~ ING CO., 
47 Central St., 
Bangor, Me. 
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In View of Recent Events, 


This 





One 


from the Washington (Pa.) Register 
Indeed Timely and Well Advised. 


is 





A Timely 7 


Appreciation. 


From the American Grocer, 
June 20, 1906. 

“No one need question the 
Ferris meats, and no one ever 
will who has _ visited the 
plant where they are cured. 
It is the most perfect plant 
of its kind in America, where 
meats are handled under the 
highest sanitary condition. 
The Poultifex refrigerating 
system maintains an even 
temperature the year round. 

They do not slaughter but 
are specialists, curing only 
meat that has been carefully 
selected from the best corn 
fed pork. 

No preservatives or 
chemicals of any kind are 
used and each piece is in- 
spected by an expert before 
shipment. 

“A little higher in price, 
but it costs more to do 
things the Ferris way, 


H. H. SHANKS, 
Washington, Pa, 








A Good One from the Washington 
J.) Star. 





A Bracelet Reneen! 





This Summer will be a 
popular __ Bracelet season. 
Why? Because of the short 


sleeves and long gloves now 
so fashionable. And nothing 
so much adds to the charm 
of a woman’s arm as a 
pretty Bracelet, 

We have a beautiful line 
of Bracelets, in solid gold 
in scores of styles and pat- 
terns, plain, engraved and 
jeweled. 

We_ have a very pretty 
Bracelet, Solid gold, as low 
as $4. Richer styles all the 
way up to $20, 

Gold-filled Bracelets, $2.25 
to $5.50. 

We’re famous for selling 
just the right kind of Wed- 
ding Rings in 14 and 18 kt. 
Engraving free. 

And our reputation for 
quality is your perfect as- 
surance of worth. 


A. DAVIDSON, 
Reliable Jeweler and Eye- 
sight Specialist, 
Davidson Building, 15 Short 
Steps from Square. 
Washington, N. J, 











